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OPM To Survey 1942 Ad Pros- 
cis.’ —Headline in ADVERTISING 
for January 19. 

Everybody hopes they’re better 


than those of OPM. 
oe Oe 
Donald Nelson’s story is prac- 


tically a Horatio Alger classic. He 
starts out as a struggling $70,000-a- 
year Sears, Roebuck vice-president, 
and ends up as war lord of American 
industry. 


i 


The fashion appeal in retail ad- 
vertising will be retained, NRDGA 
has decided. In other words, the 
department stores would like to have 
their lady customers continue buy- 
ing. 

v 


vy 


The thing that’s really going to 
hurt in the conservation program of 
the clothing industry denying 
portly gentlemen the chance to 
drape a double-breasted suit over 
their excess baggage. 


is 


vse 


trousers into circulation, it’s a cinch 
some of the more conservative 
dressers are going to feel practically 
undressed, 

~, | F 


Josephine Burns, hat checker 
the Wrigley Building Restaurant, 
sews on buttons and 
ripped seams, 


appreciate little attentions like that 
these days. 
v 


vy Y 


Winter resorts adopt role of 
morale builders, a news story says. 
And there’s nothing that will re- 
build morale for the t.b.m. like one 
of those Miami Beach floor shows. 


a ae 


Another way to build morale in a 
great big way is to waltz up to a 
cashier’s window at Hialeah with a 
mutuel ticket on an outside choice 
at 20 to 1. 


> FF <¥ 


The Blue Network is going to con- 
tinue to lease space from NBC for 
a while, and in the interim Niles 
Trammell will have to keep check- 


ing to see whether he’s Dr. Jekyll or 
Mr. Hyde. 
v v v 
Some of those weather forecasters 
wh batting averages had been 
sliding so fast they expected to be 
shipped to the minors must have 
heaved a sigh of relief when pub- 
list their stuff was banned. 
v v v 
Glodys the beautiful receptionist 
Say iving daylight saving all the 
un okay by her, but right at the 
moment she doesn’t know exactly 
What she’s going to do with her 
snare 
v vv v 
TI nice wholesome odor you 
used '. associate with Lifebuoy van- 
‘shes -peedily now, the ads say. Its 
— ve job from here on in is 
just t black out B. O. 
a 
a 859 liquor ads out of 76,- 
neg * lewed were given the works 
the Bureau of Internal Revenue’s 
: og tax unit. The distillers have 
“nly « little way to go to be 99.44 
per Ce 


t pure. 
Copy Cus. 


resutures 
reports the Chicago 
Tribune. And how advertising men’ 


HONORS EMPLOYES 


4) 


OweENS-ILLINOIS 


Owens-Illinois Glass Co., Toledo, took 
this full page newspaper space last week 


| in 18 cities in eight states where it oper- 


ates plants not only pledging its full 
aid to the war effort but printing, at 
the lower right, names of ex-employes 
now serving in the armed forces. At 
Terre Haute, Ind., the company has re- 
opened a long-idle glass factory. D'Arcy 
Advertising Co. is the agency. 


FCC Refuses to 


When they start putting cuffless | 


Drop Press-Radio 


Quiz During War 


in | 


Committee Summons 
Witnesses 
Broadcast Operations 


99 


Washington, D. C., Jan. 22.—Fail- 
ing in its renewed effort to gain an 
adjournment hearings in the 
Federal Communications Commis- 
sion investigation to determine 
whether newspapers shall be per- 
mitted to continue operating in the 
broadcasting field, the newspaper- 
radio committee opened its case this 
week by presenting testimony from 
two journalism professors. 

Witnesses of the week were Prof. 
Ralph D. Casey, director of the 
Minnesota University School of 
Journalism; and Dr. Frank Luther 
Mott, director of the University of 
Iowa’s Journalism School. A third 
educator-journalist who was sched- 
uled to testify, Prof. Frederick S. 
Siebert of the University of Illinois, 
was unable to appear due to the 
death of his son. 

Prof. Casey 
testimony by FCC 
ing on past and 
between press 


of 


witnesses bear- 
present relations 
associations and 
radio. Although none the wire 
services operate stations, and 
inquiry supposed to have 
started to determine whether pres 
interests shall be allowed to at 
cipate in broadcasting, roughly one- 
half of the testimony and one-third | 
of the exhibits in the voluminous | 
record built up in hearings last fall 
deal with this subject. 


ot 


1S 


Prof. Casey gave a scholarly his- 
tory of the development of press 
(Continued on Page 35) 
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Voice of the Advertiser 


| years, a survey conducted by 


Survey Reveals 


Pa merits rome if hat is Lunt Heavy Promotion 
for China, Glass 


Limoges-Sebring Plans 


Largest Ad Campaign 
in History 


Pittsburgh, Jan. 22 


—New crea- 
tions in chinaware and glassware 
for 1942 introduced at the 62nd 


annual Pittsburgh glass and pottery 
exhibit here will be backed up by 
the heaviest national advertising 
and promotional programs in recent 
ADVER- 


| TISING AGE revealed this week. 


j} and 


was called to refute | 


| troduced 


to Defend 


the 


vee" Young & Rubicam Gets Hyde Park Beer Account 


Despite the exigencies of the war 
and the haunting shadows of fuel 
raw materials shortages and 
curtailments, the potters and glass 
makers represented at the exhibit, 
the most important of the year for 
the industry, are hopeful that 1942 
will prove a banner year. This con- 
fidence is fairly 
kinds of ceramic 


consumer goods 


and the fact that the entire produc- | 


Advertising in 
Wartime Essential, 


market 


Railroads Maintain 


cam- 


tion of many glass and _ pottery 
plants already is on order for 
months in advance. Contrary to 


general expectations a considerable 
amount of new glass and pottery 
merchandise was brought out at the 
Pittsburgh show which will b2 in- 
to the national 
with the aid of magazine advertis- 
ing, promotion, direct mail 
paigns and dealer helps. 


Promote Limoges 


The largest sustained national ad- 
vertising campaign ever conducted 
in the pottery industry has been 
charted for the year by Limoges- 
Sebring Associates, Sebring, Ohio, 
in behalf of American Limoges din- 
nerware, featuring two new pat- 
terns called “Daphne” and “Old 
Virginia.” These two patterns will 
be sold on the basis of controlled or 
set prices and will be available to 
all retailers. However, the over-all 

(Continued on Page 36) 


Tin Can Curtailment to Hit 


Dog Food, Coffee Hardest 


well substantiated | 
by a record-breaking demand for all | 


NO SIGNATURE 
cancun nro sr 5 
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TELLITTOTHE =: 
MARINES! =: : Stick To Your Job 
WORK for VICTORY! 


 PEMEMBER PEARL HARBOR ! "REMEMBER PEARL HARBOR ! 


Although paid for by the Central Arizona 

Light & Power Co., these two ads of an 

unusual series carry no signature and do 

not mention the utility. The series in 

support of civilian defense efforts is ap- 

pearing in the Phoenix Republic and 
Gazette. 


Plan to Coordinate Va- 


cation Copy with War 
Efforts 


St. Louis, Jan. 21 Recognizing 
the necessity of American railroads 


to go “all out” in moving men and 
material in the war effort, members 
the American Association of 
Railway Advertising Agents never- 
theless affirmed a need for con- 
tinued railroad advertising to 
strengthen America through travel. 
(Continued on Page 34) 


of 


Last Minute News Flashes 


Harry Houghton to Develop Nutritional Advertising 


Washington, D. C., Jan. 
of the Brown Company, 


23. 
pulp 


Harry E 
and paper manufacturer, 
| merchandising counselor to Federal Security 


Houghton, general sales manager 
has been named 
Administrator McNutt, and 


will work on development of nutritional merchandising plans for the Office 


of Defense Health 
advertising. Before joining 
vice-president of Geyer, 


Brown 


St. Louis, 
brewery 
from that city, 
& Rubicam, 
in 


Jan. 23.—Hyde Park 
has placed its 
effective April 1. 


advertising during 1941. 


and Welfare Service, 
five years 
Cornell & Newell 


Breweries 
which confines its distribution to a 


Hyde 


and the coordination of industry 
ago, Mr. Houghton 


and of Sherman K. Ellis 


was 
, Inc. 


Association, Inc., St. Louis 
radius of about 200 miles 
account with the Chicago office of Young 


Park spent approximately $400,000 


Wrigley Adds Two to String of Agencies 


Chicago, Jan. 23.—With the 
and Weiss & Geller to handle 
kets, Wm. Wrigley Jr 
which 
half these 


appointment of C. 
transportation 
Company has boosted to 15 the number of agencies 
are now serving the company in one capacity or another. 
agencies are placing transportation 


Wendel Muench & Co. 
advertising in certain mar- 


About 
advertising for Wrigley. 


Hanovia Chemical Names Cecil and Presbrey 


New York, Jan. 23. 
rent schedule includes Esquire 


Boston, Philadelphia, Chicago, 


Hanovia Chemical & Mfg. Company 
placed its account with Cecil & Presbrey, 
and Life 
Detroit and 


, Newark, has 
New York. The company’s cur- 
and newspapers in New York, 
San Francisco. 


Dictograph Account Goes to Ruthrauff & Ryan 
New York, Jan. 23.—Ruthrauff & Ryan has been appointed to handle 


advertising of Dictograph § 


Sales Corporation, 
22 municating systems and Acousticon hearing aids. 


manufacturer of intercom- 


will probably be 


Canners Expect Order 
Immediately; Look for 
Tremendous Changes 


Chicago, Jan. 23.—As the advance 
guard of the nation’s canning inter- 


:/ ests converged on Chicago today for 


next week’s annual canners’ con- 
vention, leaders in the industry ac- 
cepted as inevitable the fact that 
the government's long-awaited cur- 
tailment order on the use of tin for 
containers would be issued officially 
some time during the week, and 
possibly even before the score of re- 
lated conventions opened officially. 
The order will probably be effective 
March 31, ADVERTISING AGE learned. 

So certain were canners and 
packers of the imminence of the or- 
der that they no longer debated its 
issuance, nor even its major terms; 
they were waiting today merely for 
a formal order to fill in the details 
and to make everything official. 

Unless a last-minute shift in gov- 
ernment policy occurs, the tin cur- 
tailment order, as it affects use of 
containers, will adopt as its thesis 
the basic condition that anything 
that can be sold without tin, or can 
be prepared at home from dried in- 
gredients, will have to get along 
without the precious metal for the 
|duration: and only perishable fruits 
and vegetables which cannot be 
preserved in any other form will 
be allowed unlimited use of tin con- 
tainers. 


Three Divisions Established 


Completely unofficial, but ex- 
tremely well authenticated informa- 
tion in the trade declares that the 
government edict will decree a re- 
duction from 42 different can sizes 
used in the commercial food indus- 
try to 30, and will set up three lists 
of products: 

Those whose use of 
tainers will be permitted 
limit. In this group are all fruits 
and vegetables, juices, and other es- 
sential foods incapable of preserva- 
tion in any other way. 

Those products whose use of 
tin containers will be permitted, 
but within rigid limits. In this 
group will be such food products as 
apple sauce, which is slated for a 
cut of 25 per cent from 1941 levels, 
sauerkraut, which will be limited to 


tin con- 
without 


5 per cent of the 1940 pack, and 
similar products. 

3. Those products for which the 
use of tin will be entirely elimi- 
nated. In this group are dog food, 
coffee, candy, beer, lard, oil and a 
number of small volume specialty 


items. 
Soup, Beans May Be Hit 


In an indeterminate zone at pres- 
ent are two extremely important 
products, among others. These are 
canned soup and canned beans. The 
trade believes that all condensed 
soups will be permitted the use of 
tin, although possibly on a limited 
basis, but that ready-to-serve soups, 
which do not require the addition 
of water or any other ingredient, 
on the completely 
verboten list. Beans and pork and 
beans seem in an even less fortu- 
nate position. The trade would not 
be greatly surprised at their being 
placed on the “prohibited” list, al- 
though the more optimistic believe 
their use of tin containers may be 
permitted, for a time at least, on a 
limited basis. 

Other products 
minate zone — 


this indeter- 
indeterminate 


in 
but 
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—— 


only in the sense that opinion has 
not crystallized in the trade as to 
whether they will be wholly or par- 
tially cut off from their tin sup- 
plies—are such things as fresh meat 
products of all kinds, spaghetti, 
chile con carne, chicken a la king 
and a host of entrees, embracing 
everything that can possibly be pre- 
pared from fresh products by the 
housewife. 


Tremendous Implications 


The merchandising implications 
of the tin curtailment order are stu- 
pendous. In the soup, coffee and 
dog food fields curtailment of tin 
use may easily revolutionize the en- 
tire industry, and cause sweeping 
changes not only in packaging, but 
in sales methods, distribution set- 
ups, and the volume of business. 

Severe curtailment of tin cans for 
soup, for example, would simply 
eliminate such soup from the mar- 
ket, since no satisfactory substitute 
container could possibly be devel- 
oped quickly enough to permit vol- 
ume production in the predictable 
future. However, ADVERTISING AGE 
learns, the original curtailment or- 
der on soup, which is likely to be 
severe, will probably be modified 
before existing supplies are ex- 
hausted, and may then permit a 
substantial portion of present needs 
to be fulfilled. Even if this is true, 


it appears inevitable that dehy- 
drated soup mixes are in for a real 
boom, and several manufacturers 
have already laid plans for heavier 
promotion and advertising. 


Dog Food Hit 


Hardest hit of all by the order 
will be the manufacturers of dog 
food. According to the 1939 census, 
canned dog food sales, at manufac- 
turers’ prices, totaled $22,748,934, or 
68 per cent of all dog food sales. Of 
the remainder, 12 per cent, or 
$4,007,616 went for biscuits, and 
$6,511,676 or 20 per cent, for other 
types. Trade sources estimate that 
the retail value of dog food sold in 
this country last year was in the 
neighborhood of $60,000,000, and one 
source reported a figure of 2,000,000 
cans a day (a figure which he ad- 
mitted was probably high), as the 
current output. 

The product cannot be satisfac- 
torily packed in paper or other con- 
tainers because it has a life of only 
about four days without decompo- 


sition, since it contains animal fats, | 


and unless a packaging miracle is 
performed, the canned dog food 
business may simply retire for the 
duration of the emergency. One 
hope which has not yet materialized, 
but upon which half a dozen of the 


biggest dog food packers are work- | 
ing, is the packaging of dog food in | 


casings, like sausages. 

This experiment has not proved 
too encouraging thus far, but is 
likely to be used if worst comes to 
worst. Dog food packed in this way, 
or in any other manner now known, 
will cease to be a grocery and drug 
store item and will become strictly 
a meat market item, since it will 
require the same type of refrigera- 
tion as fresh meats, and such a shift 
will induce profound changes in 
merchandising, sales and advertis- 
ing strategy. 


To Push Dry Foods 


| 


maker of Ken-L- 
which makes Red 
Heart; National Biscuit Company, 
| with Milk Bone; Purina Mills, and 
| Gaines Dog Food Company, all of | 
which have dry dog foods or bis- | 
|cuits, are among the important fac- | 
tors in the industry which either | 
hope to offset losses in the canned 
product or to enjoy booming sales 
‘as a result of the general situation. 

National Biscuit Company is re- 
ported to have given much consid- 
eration to the general situation in 
its 1942 planning, and therefore the 
current campaign for Milk Bone is 
considerably larger than last year’s, 
with American Home, Better Homes 
& Gardens, and This Week Maga- 
zine added to the schedule, and 

(Continued on Page 37) 


Chappel Bros., 
|Ration; Morrell, 


ADVERTISING LINAGE RECORD 
of the HOUSTON NEWSPAPERS 


for the Year of 1941 


CHRONICLE 


‘Here Is the 


HOUSTON 


HOUSTON 
POST 


HOUSTON 
PRESS 


e LOCAL 
ADVERTISING... 


9,555,126 


LINES LINES 


6,490,694 


4,187,638 


LINES 


e NATIONAL 
ADVERTISING... 


7,088, 604 


LINES LINES 


1,224,692 


666,624 


LINES 


e CLASSIFIED 
ADVERTISING... 


3,183,294 


LINES LINES 


2,033,136 


1,039,906 


LINES 


e TOTAL 
ADVERTISING... 


The HOUSTON CHRONICLE Led 
THE SECOND NEWSPAPER .. . 


47.2% in Local Advertising 
70.5% in National Advertising 
61.5% in Classified Advertising 
53.1% in Total Advertising 


14,927,024 


LINES LINES 


9,748,522 


The HOUSTON CHRONICLE Led 
THE THIRD NEWSPAPER .. . 


128.2% in Local Advertising 
213.3% in National Advertising 
215.7% in Classified Advertising 
153.3% in Total Advertising 


5,894,168 


LINES 


To Sell Houston... Buy Chronicle 


THE HOUSTON CHRONICL 


FIRST IN CIRCULATION AND ADVERTISING FOR 29 CONSECUTIVE YEARS 


R. W. McCARTHY 
Manager National Advertising 


* 


THE BRANHAM COMPANY 
National Representatives 


TO 


* 


i! 


Elected as officers of the New York St 
vention in Syracuse last week, were (left 


HEAD NEW YORK PUBLISHERS GROUP IN '42 


—. 


ate Publishers Association, at the con- 
to right) Wallace Odell, vice-president 


of Westchester County Publishers, Inc., vice-president; James E. Stiles, publisher 


of the Nassau Daily Review-Star, presi 
manager of the Syracuse Post-Stan 


dent; and Arthur J. Gordon, business 
dard, reelected secretary-treasurer. 


Registration of 
Trade Groups, 
Unions Asked 


Washington, D. C., Jan. 22.—Rep. | 
Carl Vinson of Georgia introduced 
today a bill which would require all | 
trade associations, unions and busi- | 
ness organizations which deal in in- | 
terstate commerce to register with | 
the Department of Commerce. In- | 
formation required would include 
the function of each group, its offi- 
cials, and a statement of financial | 
conditions. 

The measure came close on the 
heels of action by the House naval 
affairs committee, of which Rep. 
Vinson is chairman. The group yes- 
terday issued a damning report} 
charging excessive profits gained | 
by naval contractors on war work, | 
and blaming unions for delaying | 
the defense program by unnecessary | 
strikes. 

Rep. Vinson is also the author of 
another bill awaiting action by the 
House ways and means committee 
to set a seven per cent limit on 
profits earned by war contractors. 
This proposal includes a list of ex- 
penses, among them advertising and | 
publicity costs, which could not be | 
deducted before figuring profit. 


Crull Named Head | 
of Campana Sales Co. | 


I. Willard Crull, formerly vice- | 
president and director of advertis- | 
ing of Campana Sales Company, 
Batavia, Ill., has been named presi- 
dent, succeeding Ernest M. Oswalt, 
who becomes chairman of the board 
after serving as president since 
1933. 

Richard M. Crull, formerly secre- 
tary of the company and promo- 
tion manager, has been named vice- 
president, secretary, and director of 
advertising and merchandising. 
F. E. Pearsall, formerly director of 
merchandising, has been named 
vice-president and director of sales. 
G. W. Connell, formerly in charge 
of the research and educational de- 
partment, has been advanced to 
promotion manager. 


Handbills Legal 


Municipal ordinances banning the 
free distribution of handbills and 
other printed matter in business 
districts have been declared uncon- 
stitutional by the Oklahoma crimi- 
nal court of appeals, sitting in Okla- 


homa City. “A municipal ordinance | 


prohibiting the distribution of 
pamphlets, leaflets and 
matter on the street is invalid and 
infringes on the freedom of the 


press,” the court’s ruling declared. 


reading | 


Plan National 


Drive for New 
Verd-A-Ray 


Toledo, O., Jan. 22.—Following 
the issuance of trademark rights 
on its new Verd-A-Ray incandes- 
cent lamp, Save Electric Corpora- 
tion today disclosed that first na- 
tional advertising for the product 
will appear in American Weekly, 
Life and Ladies’ Home Journal, 
Gere Burns Advertising directs the 
account. 

Medical and scientific authorities 
will be cited in support of the 
manufacturer’s claim that Verd-A- 
Ray conserves Vitamin A and re- 
duces eye and body fatigue. Copy 
addressed to dealers and industrial 
users will be used in_ business 
papers covering the drug, food, 
hardware and electrical fields. 


Prince & Co. Formed 
in Detroit, New York 


A new advertising and sales pro- 
motion agency, which will special- 
ize in direct mail 
and sales promo- 
tional work, has 
been formed by 
Fred A. Prince of 
Grosse _ Point 
Farms, Mich. 
The new com- 
pany, known as 
Prince & Co, 
succeeds the 
Electrograph 
Company, and 
will occupy the 
latter’s building 
at 3815 W. Fort 
street, Detroit. 

Officers of the new firm are: Fred 
A. Prince, president; O. E. Mittel- 
staedt, Detroit, vice-president; Ed- 
| ward C. Denaple, New York, vice- 
president; Charles B. Vial, Detroit, 
vice-president and general man- 
|ager; William D. Hart, Detroit, sec- 
retary; and Earle K. Jack, Detroit, 
treasurer. New York offices will be 
located at 551 Fifth avenue, in 
charge of Mr. Denaple. 


F. A. Prince 


Delay Radio Anti-Trust 
Suit Answers to Feb. 25 


Chicago, Jan. 23.—Department of 
Justice officials agreed this week t0 
an extension to Feb. 25 of the dead- 


line for the filing of formal answers 
to government anti-trust charges 
against the National Broadcasting 
Company and the Columbia Broad- 
casting System. 

The two chains and RCA were 
named in anti-trust suits filed 1 
U. S. district court here Dec. 3! by 
Daniel B. Britt, special assistant ” 


the Attorney General. 


———« 
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ADVERTISING AGE 


The world has marveled at many famous diamonds. 
The Excelsior. The Great Mogul. The Koh-i-noor. 
The exquisite, romantic Hope diamond. 


But they all pale into insignificance beside that 
stupendous gem, the CULLINAN DIAMOND. 


The world has never seen its like. Matchless in 
beauty and quality—and 6,000 times larger than 
the diamond in an ordinary engagement ring! 
Weight, 3,025, carats—between 1 and 2 pounds. 


y ry y 


Like the Cullinan Diamond, THE AMERICAN 
WEEKLY overwhelms some people by the sheer 
tremendous magnitude of its influence and power. 


A magazine distributed every week from coast 
to coast, through 20 great Sunday newspapers, 
into more than 7,323,000 homes is really stag- 
gering! 

Advertisers have learned by experience that when it 
is a question of performing some task too big and too 
difficult for an ordinary publication; when they want 
to electrify a whole sales force—open thousands of 
new outlets for their products— pull in greater num- 
bers of coupons than ever before, at lower cost—noth- 
ing can compare in effectiveness with one or more 
BIG COLOR PAGES in THE AMERICAN WEEKLY. But 


some of them have not yet brought themselves to 
the bold step of utilizing this Cullinan Diamond among 
publications week by week and every week of the year. 


Yet if a single insertion in this mighty medium can 
be depended upon to produce advertising miracles — it 
is easy to visualize what a continuous schedule will do. 


A cycle of BIG COLOR PAGES in THE AMERICAN 
WEEKLY — or a continuous schedule of black-and-white 
space interspersed with smaller color units or with 
BIG COLOR PAGES— constitutes today the biggest single 
force known in advertising. For example: 


The Sayman Products Company, of St. Louis, manufacturers 
of Sayman's Vegetable Wonder Soap, started advertising 
in The American Weekly in 1939 and used eight 28-line 
advertisements. In 1940 the schedule was increased to 
14 insertions of 28 lines each; in 1941 there were 23 
advertisements of 60 lines each and for 1942 the Sayman 
Products Company has placed its order for 30 insertions 
of 60 lines each, a total expenditure for the year of 
$18,900 in this one publication. 


From an expenditure of $2,128 in 1939 to an amount 
in 1942 which exceeds the cost of a BIG COLOR PAGE 
is an enviable record for any publication. But it is not 
surprising, for THE AMERICAN WEEKLY carries the ad- 


THE 


The magnificent CULLINAN DIAMOND — 
3,025 carats—the greatest diamond the 
world has ever seen. Flawless —of the finest 
blue-white color—and three times as large 
as any other diamond ever discovered. 


Shown here os if cut os @ single jewel, 


There has WAVER been another 


vertiser’s message to the greatest mass market in the 
world—at the lowest cost. 

It carries with it, editorially, an emotional impact, 
an impressiveness and power, which no multiplication 
of lesser media can equal. The world is full of small 
diamonds, but it takes a Cullinan Diamond to write 
itself indelibly in the imagination of the people. 

A little radio advertising; a little in magazines; a 
little in newspapers; a little in outdoor advertising— 
can quickly dissipate even a large advertising appro- 
priation without gaining supremacy anywhere. 

But by concentrating the dollars—by using the un- 
rivaled power of THE AMERICAN WEEKLY to deliver 
the message continuously—even in space units no 
greater than 28 lines—to an audience of over 7,323,000 
families—with one impact—advertisers with limited 
appropriations have again and again achieved major 
results. 

ry r y 
THE AMERICAN WEEKLY has a new presentation, 
showing where the dollars are NOW! . . . where these 
dollars can be reached most economically NOW! It's 
worth the time of any executive to listen to the story 
of “THE ADVERTISING DOLLAR.” 


ERICAN 


Greatest 
Circulation 
in the World 
{ 
“The Nation’s es Habit” 
Main Office: 959 Eighth Avenue, New York City 
Branch Offices: Heanst Bunc., Carcaco ... 5 Wovrunor Squane, Boston ... Ancane Bunc., St. Lous... Hanna Broc., Crnvetano 


Genenat Mortons Bunc., Dernorr. .. 101 Manrerta St., Artanta... Boron Bunc., Los Ancetes... Heaner Bunc., San Francisco 
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January 26, 1942 


Henderson Holds 


Price and Supply 
Jobs in Reshuffle 


Washington, D. C., Jan. 21.—The 
Office of Production Management 
died an unmourned death today as 
Chairman Donald M. Nelson of the 
War Production Board instituted a 
sweeping reorganization designed to 
streamline the defense organization 
for maximum speed and efficiency. 

Although OPM ceased to exist, 
most of its ranking officials moved 
over to WPB in similar capacities. 
Their authority, however, will 


be | 


JOHNSTONE «,./ CUSHING 
155 E. 44 ST.N.Y.C. MU 2-6236 


much greater than it was under 
OPM, since Mr. Nelson promised 
that all branch heads would have 
as much power as they need. 

Major features of the new set-up 
include: 

Creation of a requirements com- 
mittee to handle allocations of all 
materials for the armed services, 
wend - Lease Administration, and 
civilian industry; 

Establishment of a division of in- 
dustry operations headed by J. S. 
Knowlson, president of Stewart- 


| 


Warner Corporation who has been | 


acting director of priorities of OPM, 
which will have charge of priorities 
as well as the conversion of indus- 
try to war production. 

Formation of a planning division 
without administrative duties but 
staffed with men who will devote 
fev time to thinking of ways to 


improve production and prepare for | 


| the post-war economy. 


Other divisions of WPB, shifted | 


| over from OPM but given increased 
authority, include production, pur- 


| chases, materials, labor and civilian | 


supply. The OPM contract 


B. Odlum, was abolished. 


its functions, including sub-con- 


dis- | 
tribution division, headed by Floyd | 
Most of | 


ADVERTISING AGE 


AWARD WINNER 


Walter 
Newspaper 
ceives the 1942 Gold Medal Award of 


M. Dear, president, American 
Publishers Association, re- 


the Poor Richard Club, Philadelphia, 

from William Berry, club president. The 

award is made each year to one whose 

achievements have contributed greatly 
to the nation's advance. 


ence that this step was taken at Mr. 
Odlum’s suggestion. He said that 
Mr. Odlum would remain with the 
organization as a special adviser. 
No decision has been reached as to 
the 100-odd branch offices the Od- 
lum division has set up in its effort 


tracting, will be handled by the pro-| to aid small business, but Mr. Nel- 


duction division. 
Mr. Nelson told a press confer- 


|} son said another division may have | 
field | 
' to be the amount of material needed | 


to be created to handle the 


i) e 
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on request. 


TOLEDO BLADE _ 


3. shows 
agricultural values of Ohio 
Major Markets. Copy sent 


Th 


- above average 


Ohio is one of the 
valuation of farms 
northwestern 


leading agricultural states. Its 
is $1,443.917.716. 


for 
) per farm 
$6,176. (1940 


And the 
ed in 
pmaigelees 6 above the state average: 
Average values (land and sacieye 
the entire state of Ohio am 
U. S. Census) 
% 
ree ting Area is SBAMB - -- - 
for the state. (Same Source, 


Double Value 


...4rom Farm and 
Factory combined 


Strong, highly diversified industries give the 

Toledo city market balance and stability. They 

give it DOUBLE VALUE . . . VALUE for TODAY 
... VALUE for TOMORROW. 


But in still another sense the whole Toledo Trading Area is 
a DOUBLE VALUE market. To the product of industry is 
added the product of one of the nation’s richest agricultural 
areas. Diversification—yes! Balance—yes! Stability—yes! 


You find them all embraced in the words—Toledo Market! 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


organization. 

The new czar of war output had 
encouraging words for small busi- 
ness. 


done in converting civilian industry 


| to war production than some other 


| defense chiefs, Mr. Nelson said he | 


| Mr. 


was convinced that not as many 
small firms are going to be squeezed 
out of business as think they are. 


Saying that there must be a greater | 


distribution of contracts, he added 
that the job must be done “on a 
sound economic basis, so that when 
this thing is over we can pick up 
our economy with the least amount 
of readjustment.” 


Allocation Plan Unsettled 


Mr. Nelson had no specific com- 
ment on the fate of the Odlum plan 
to create a pool of scarce materials, 
amounting to one per cent of the 
available supply, to be allocated to 
civilian industry where needed 
most. The fact that the new WPB 
requirements committee is specifi- 
cally charged with allocating all 
scarce materials to civilian business 
as well as to direct war needs, how- 
ever, suggests that some relief will 
be furnished non-convertible indus- 
tries wherever possible. The basis 
for such allocations for non-defense 
and non-essential needs is expected 


in relation to the number of em- 
ployes kept at work. If either the 
production facilities or labor force 
can be adapted to war production, 
no allocations will be made. 

Heading both the requirements 
committee and the materials di- 
vision, of which he was chief under 
OPM, will be William L. Batt, presi- 
dent of S. K. F. Industries, Inc. The 
committee will have representatives 
from the Army, Navy, Lend-Lease, 
Maritime Commission, and civilian 
supply division. 


Henderson Holds Posts 


Civilian supply, which many had 
predicted would be scrapped in the 
reshuffle, will be headed by Price 
Administrator Leon Henderson, as 
it was under OPM. Asked whether 
Henderson would continue to 
handle both jobs or whether the 
civilian supply post was tempor- 
ary, Mr. Nelson complimented Mr. 
Henderson as a “man of infinite ca- 
pacity—and I mean that literally.” 

Under the industry operations di- 
vision, Mr. Nelson named a single 
man to have sole charge over the 
conversion of the automobile indus- 
try. Ernest Kanzler, formerly head 
of the OPM automotive branch, was 
assigned the task. He will have 
headquarters in Detroit. Mr. Nel- 
son indicated that other men might 
be named to handle the conversion 
of other important industries. 

The automotive industry and its 
war role have been a subject of 
controversy for months. Mr. Nel- 
son, in his first action as WPB chair- 
man, put the industry on a 100 per 
cent war basis. He ordered pro- 
duction stopped Feb. 1—including 
even vehicles ordered by armed 
services or Lend-Lease. Such or- 
ders will be filled from the stockpile 
created since sale of cars was 
halted. Heavy trucks are not af- 
fected by the order. 


To MacFarland, Aveyard 

Herb A. Shutts, for the past three 
years director of research for Mac- 
Manus, John and Adams, Detroit, 
has joined MacFarland, Aveyard & 
Co., Chicago, as director of research 
and marketing. 


Moves N. Y. Office 


Harvey and Howe, publisher of 


What's New in Home Economics, 
has moved its New York office to 
295 Madison avenue. 


Long known as a “conver-| _ 
, sionist’”” who believed more could be 


TIMELY 
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The some quoliters thet make FEQLOTS strom 


make them rich and handsome. tee! ~ 


‘ 
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Call it clairvoyance if you will, but this 
Pequot ad, scheduled for the Feb. 9 
issue of Life and the April Ladies’ Home 
Journal, was actually in proof on Nov. |, 
more than a month before Pearl Harbor. 
J. D. Tarcher Co., the agency in charge, 
had the copy ready for just such an 


| eventuality. 
| 


Proctor Will 


‘Continue Its 
Appliance Copy 


| Philadelphia, Jan. 22.—Although 
| streamlining its appliance line for 
1942, Proctor Electric Company an- 
nounced this week that it will 
continue its year-round advertising 
program in national magazines. 

The company will feature three 
iron models and three toasters, in- 
cluding a new two-slice automatic 
pop-up toaster. Proctor’s Never 
Lift iron will be promoted by means 
of advertisements each month in 
Good Housekeeping and The Satur- 
day Evening Post. All toaster copy 
in the same magazines will featur« 
the “Crisper,” device by which 
bread may be toasted to variou 
degrees of softness or crispness. 

Consumer advertising will be 
supplemented by full page adver- 
tisements in Fortune depicting the 
relationship between the compan) 
and its parent company, Procto! 
and Schwartz, Inc., maker of textile 
and drying machinery. 

John Falkner Arndt. & Co. directs 
the account. 


Elects Directors 


The National Association of Pub- 
licity Directors, New York, 
elected the following to serve 
its board of directors: William 
Baldwin, Baldwin, Beach and Mer- 
mey, New York; David Resnick, 
publicity director, National Soc 
for the Prevention of Blindness, 
New York; Raymond C. Mayer, '"- 
dustrial publicity, New York; Jo. 
B. Geraghty, Lansdowne, $$! 
Clyde Edmondson, publicity d - 
tor, California Redwood Em) re 
Association. 


— & 


“Ask your 
Agency 

to ask the 
COLONEL!’ 
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" FREE 


WCKY 


The L. B. Wilson Station 
_50,000 watts 


CBS 
CINCINNATI 


& PETERS, INC. 
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New Haven and the 31 sur- 


SePreme Coun : it : 5 Se . * 
__ Nithway Depts Bary =o. San An Wate Homme” TORRENT rounding towns comprise 


Register City — the city a 


. eur ee a . _. N newspaper built. This market 
| - | NEW HAVEN | ’ of pl urban and subur- 
: WEST HAVEN > ban Connecticut residents is 


HAMDEN a intensively covered by The 
EAST HAVEN . Register. 
_ NORTH HAVEN ae 


North Brandford 3 . 
= | _ Brandford 


*1940 U. S. Census 


_ _ Madison 
f Westbrook Cheshire 


i — Clinton Seymour 
; Orange Milford 
b Guilford = Durham 
Woodbridge Derby 
Essex Ansonia P 
Old Saybrook Shelton | - 
Wallingford Oxford 
a Chester Bethany 
z Southington Naugatuck 
Beacon Falls Killingworth 
7 Pi: ott nocinemenal 


L ¢ Ne eww » Haven Register 
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Macfadden Files 


$100,000 Suit 


Against Munro 


Claims Publisher Printed 
"Absolute Falsehood;" 
"Liberty" Defended 


New York, Jan. 22.—Charging 
David A. Munro, publisher of Space 
& Time, with having printed “an 
absolute falsehood which could be 
most injurious to our company,” 
Macfadden Publications disclosed 
today that it has instituted a libel 
suit for $100,000 damages. 

According to O. J. Elder, Mac- 
fadden president, the action is based 
on publication in the Dec. 31 issue 
of Mr. Munro’s “Media Letter” of 
a paragraph headed, “How Are the 


| Macfaddens Doing?” The item re- 
ferred to the reduction of True 
| Story’s price from 15 to 10 cents; the 
|name change of Physical Culure to 
Health & Beauty; and the advertis- 
| ing volume in the Jan. 10 issue of 
| Liberty. 
| “The paragraph gave negative 
| inferences to two of our moves that 
| have proven most beneficial,” Mr. 
Elder said, “truthfully referred to a 
| weak January issue of Liberty, but 
neglected to mention that this par- 
ticular issue was the New Year’s 
issue and that all weekly magazines 
| were equally affected. It then 
stated that Macfadden will have to 
| continue sailing close to the wind 
| ‘until the debts to paper and printer 
| are paid off.’ 
| “Owes No Money” 

“The last remark is definitely 
false, for our company owes no 
/money to any paper or printing 
| house, to banks or to anyone, and 

is in no sense ‘sailing close to the 
wind.’”’ 
| In a letter sent today to adver- 


tisers and agencies, Mr. Elder also 
called attention to a followup story 
in “Media Letter,” titled “Liberty’s 
Struggles,” in which it was alleged 
that “directors representing paper 
and printing interests, who domi- 
nate Macfadden, have been worried 
about Liberty.” The article claimed 
that an “ultimatum” resulted in the 
closing of the Detroit office and sev- 
eral personnel changes. 

Mr. Elder denied that paper and 
printing interests dominate Mac- 
fadden, “nor did the directors of the 
company issue an ultimatum of any 
kind, nor did they bring about any 
of the changes mentioned.” As to 
the Detroit office, he declared that 
this was not closed, “rather it was 
recently moved into newer and bet- 
ter space in the Fisher Building, 
and an additional office was opene: 
in Cleveland in the Terminal Tower 
bldg.” 


Hat Account to Grey 

Disney Hats, Danbury, Conn., has 
appointed Grey Advertising Agency, 
New York, to direct its account. 


Mennen Expands 
1942 Campaign 


The Mennen Company will em- 
ploy an enlarged list of magazines 
for its 1942 campaign on behalf of | 
Mennen antiseptic oil and borated | 
powder, continuing the ’41 series | 
featuring hospital work and “Dedi- | 
cated to the physicians, nurses and | 
hospitals of America.” 


Mennen will use Baby Care| 
Manual, Baby Talk, Congratula- 
tions, Country Gentleman, Good 


Housekeeping, Ladies’ Home Jour- 
nal, Life, McCall’s, Parents’ Maga- 
zine, and Progressive Farmer. Sup- 
plementary copy is scheduled for 
medical, hospital and nurses’ pub- | 
lications. 


Gets Injunction 
Pennsylvania Pharmaceutical As- 
sociation, acting for independent 


drug store proprietors, has obtained 
an injunction from Philadelphia 
county court restraining Green Cut 
Rate Stores, Philadelphia, from 
selling below fair trade prices on 
four products on which the manu- 
facturers had established minimum 
prices. 


HOW DO YOU LIKE YOUR EVENING NEWS °? 


EVERY WEEK- DAY 
NIGHT MUTUAL BRINGS 
A VARIETY OF TOP-FLIGHT 
NEWS COMMENTATORS 
TO AMERICAS RADIOS «=: 


“7 P.M. 


WASHINGTONS ON THE 
SPOT REPORTER. 


FULTON LEWIS JR. 


CONVGRESS 


ste') 
22 ~ 
— 


TIO RM. 


ANALYTICAL 
NEWS DIGEST 


ly RAYMOND 
GRAM SWING 


COMMENTATOR 


Rs ALLTIME LEADER 


HOMELY PHILOSOPHY . 
NEWS TALE SPINNER. 


CAL TINNEY 


OVER 76 
STATIONS FOR 
= PHILLIES 


x - + ABOUT 
4% ~ ™’ WAY TI 
HAD IT 
FIGURED 


CALLED THE WORLDS MOST 
<\ ~ WIDELY HEARD COMMENTATOR 
\'S «ROUNDING OUT 29 MONTHS FOR WHITE OWL 


MUTUA 


FAVOR/TE 


with 31 SIMULTANEOUS 
SPONSORS 


THE INSIDE. 
DOPE frou 


ARTHUR 
HALE 


{ WELL «++ )) 


WELL* 


So THATS 
HOW IT 19-4 


> 4 


<= 


The si 


ar Q PM. 


THE DRAMA 
IN THE NEWS... 


GABRIEL 


ON MUTUAL SIX NIGHTS 


A WEEK FOR THREE SPONSORS 


S77) CONTINUES A 28 MONTH HISTORY 
jf NIT RICHFIELD OIL + 


\ Wwl¥iw —s 


“BESIDES DAYTIME “ 
COMMENTATORS 


~ AND WW ADDITION MUTUAL BRINGS NEWS EVERY HALF 


HOUR. FROM WASH TON AND 
INSTA OTS MEST CONT 
WE INTERRUPT This 


NEWS BROADCAST Tb GIVE you 
A FEW BARS oF 


MUSIC:-- 


“** WHILE MUTUAL MEWS COMMENTATORS FARN DAILY 


HOOPER RATINGS °F 7B. 409 THER CUMULATIVE 


WEEKLY 4u0/eWwce /s O8V/0UsLY NUCH HIGHER J 


BRP CASANG FIRST 7+: FIRST THREE 


NEWS---SPORTS---POPULAR MUSIC 


LOOKING FORWARD 


Some day there will be 
PE AGE, 1-< PLENTY 


If you are nct able to obtain all the 
tories, sad the vest kitchens will come = MIRRO ware you 
home 


Although the war makes aluminum for 
cooking utensils less available than ever, 
Aluminum Goods Mfg. Co. will advertise 
this year in women's magazines to main- 
tain its place in the consumer field. 
Cramer-Krasselt Co. directs the account. 


Mirro Advertising 
Will Be Continued 
Despite Shortage 


Manitowoc, Wis., Jan. 22.—Al- 
though few industries have less 
goods for consumer consumption, 
the utensil branch of the aluminum 
industry will continue to advertise 
in 1942 on the same basis as it did 
last fall. Aluminum Mfg. Company 
has announced an_ advertising 
schedule covering the first six 
months of the year and utilizing 
four women’s magazines, American 
Home, Bride’s Magazine, Ladies’ 
Home Journal and Woman’s Home 
Companion, 

Copy is written to maintain pres- 
tige of the company and its Mirro 
brand utensils, a typical headline 
reading, “Some day there will be 
peace and plenty of aluminum.” 
This advertisement is illustrated by 
a horn of plenty, from the bell of 
which pours out a stream of alumi- 
|num pots, pans, coffee pots and 
skillets. 

In body copy, the company tells 
consumers that research is being 
| conducted to improve the company’s 
product for future sales, and “the 
name Mirro will continue to be your 
guide to the finest aluminum cook- 
ing utensils.” A special folder re- 
minds dealers that the company is 
continuing its consumer advertising 
and that when aluminum is again 
made available for civilian use the 
trade may expect a ready market 
for Mirro utensils. Cramer-Kras- 
selt Company, Milwaukee, is the 
agency. 


Gets Shoe Account 


Beaumont, Heller & Sperling, 
Reading, Pa., has been named to 
direct the advertising of Curtis- 
Stephens C-S Embry Company, 
Reading shoe manufacturer. 


Cline Joins WIBC 

William R. Cline, formerly sales 
manager of WLS, Chicago, has 
joined WIBC, Indianapolis, as as- 
sistant to the president. 


Color Print Yields 
Finer Plates 


Solves Production 
Problems Arising 
from Color Film 


Our highly perfected techni ue 
brings you an art-copy color p int 
that fully reproduces Kodachr: ne 
on paper. We retain the life! <e. 
rich quality of your film transp«r- 
ency. We can enlarge, reduce oF 
print same-size. This print we cal 
a Chromart. You can display ‘tt 
retouch, airbrush, paste into  rt- 
work. It is maqnificent copy for 
plate-making. Priced from $38. [n- 
vestigate this print! 


PHOTOCHROME LABORATORY 
837 N. Fairfax Hollywood 


Overnight by Plane 
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* Half-pages « in full color « in comic sections with 75% adult readership e and 1 1,000,000 circulation « 
reaching half the families in 985 cities of more than 10,000 population « and low in cost « Investigate! 


Baltimore Sun « Boston Globe « Boston Herald « Buffalo Courier-Express * Chicago Tribune + Cleveland Plain Dealer 

Des Moines Register « Detroit News * Detroit Free Press ¢ Milwaukee Journal « Minneapolis Tribune & Star Journal 

New York News « New York Herald Tribune * Philadelphia Inquirer ¢ Pittsburgh Press * Providence Journal 

Rochester Democrat & Chronicle « St. Louis Globe-Democrat ¢ St. Louis Post-Dispatch 

St. Paul Pioneer Press * Springfield Union & Republican + Syracuse Post-Standard « Washington Star « Washington Post 

OFFICES: Chicago: Tribune Tower « Detroit: New Center Bldg. + San Francisco: 155 Montgomery St. « 220 East Forty-second St., New York 
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Plan Heavy 
Promotion for 


mailing piece, “What to promote in 
1942,” to be mailed to 50,000 Mohawk 
dealers from coast to coast. Indi- 
vidual advertisements to appear in 
the national and farm magazines 
are reproduced, and the markets 
they reach are outlined for dealers 


ADVERTISING AGE 


zine ads; a series of folders featur- 
ing color plans, and color guides; 
suggested displays for windows and 
floor-covering departments; mats 
for local newspaper advertising; 
suggested radio spot announcements 
and one-minute recorded announce- 


Launch Deive 


to Retrieve 
Milk Bottles 


ee ov re sot ; Philadelphia, Jan. 22.—News- 

to aid them in individual merchan- | ments; special mats for the farm paper and radio advertising — 

0 aw arpe $ dising suited to the particular com-| trade; and sound films in black and backed by wagon signs, bulletin 

munities. A complete package of white and Technicolor on rug and boards and milk bottle cottevs is 

Amsterdam, N. Y., Jan. 22.— merchandising tools is offered. carpet sales. being counted on both to cut ex- 
Operating on the theory that the Moser & Cotins, Inc., Utica and 


biggest shortage of rugs and carpets 
“is on the floors of customers and 
prospects,’ Mohawk Carpet Mills 
will soon launch the biggest adver- 
tising campaign in its recent his- 
tory. 

The spring drive calls for full 
color advertisements featuring Mo- 


Merchandising Shortage 


The average home in America has 
five rooms, but only 20 square yards 
of carpet—enough to properly cover 
1142 rooms—the merchandising book 
points out. “There is a merchan- 
dising shortage that you can turn 
into dollars and cents,”’ dealers are 
told. 


New York, directs the Mohawk 
account. 


Culp to “Herald-Whig” 


Harold (Hal) Culp, for the past 
six years on the advertising staff 
of the Journal, East St. Louis, IIlL., 
has been named advertising man- 


penses and save needed materials by 
teaching Philadelphia housewives to 
return empty milk bottles to the 
companies. 

The daily loss of empty glass bot- 
tles in the Philadelphia area alone 
is so large that it constitutes a de- 
fense problem, according to Thomas 
Waddell, secretary of the Philadel- 


“It’s one shortage that can 
mean higher—instead of lower— 
volume for your store during 1942.” 

Included among merchandising 
aids for dealers are display cards 
featuring a pre-harmonized color 


hawk rugs and carpeting in Life, 
Woman's Home Companion and 
Farm Journal and Farmer’s Wife. 
Ten business publications also will 
carry the 1942 Mohawk story, in 
the hotel and restaurant, theater, 
shoe store and funeral home fields.) plan developed for Mohawk by 

Plans for the campaign are out-| Lurelle V. A. Guild; full color re- 
lined in an elaborate full color! productions of the national maga- 


ager of the Herald-Whig, Quincy, 
Ill. 


Picks W. R. Walton 


W. R. Walton, formerly with the 
Washington bureau of the Associated 
Press, has been named managing 
editor of the Tribune, South Bend, 
Ind. 


You Gan Bominate This 


Ritch Well BALANCED MARKET 
Using WOW Alone 


WOW-LAND is centrally located. Its 
people suffer less from war-jangled 
nerves. On all counts it is the soundest 
spot in the nation in which to invest 
advertising dollars. 


276 Rich Counties Hear WOW 
There are 276 rich counties in WOW- 
LAND. The strong signal of WOW is 
heard in all of them—and WOW’’s basic 
Red Network affiliation makes it the 
most listened-to station in this terri- 
tory. That’s why, in WOW-LAND, you 
can do the job with WOW alone. 


RADIO STATION 


Four million hard-working Americans, 
whose 1941 spending money exceeded 
TWO BILLION DOLLARS, live in 
WOW-LAND, producing 


Food for Freedom and War Materiel 


WOW-LAND’S farmers produced rec- 
ord crops in 1941 . . . should produce 
still more in ’42. Farm prices are high. 
WOW-LAND’S workers are getting 
record high wages. And thousands 
more of them soon will be employed in 
100 million dollars’ worth of new war 
plants. 


WOW-LAND 
includes the 
western third 
of Iowa; two- 
thirds of Ne- 
braska and big 
income sections 
of Kansas and 
South Dakota. 


“NBC RED NETWORK _ 
590 KC. * 5000 WATTS 


| Weedmen of the World Life Insurance Society 


| JOHN J. GILLIN, JR, GEN'L MGR 


‘ _ JOHN BLAIR CO., REPRESENTATIVES | 


r this Book of 
MARKET FACTS AND FIGURES | 


|“causes huge waste of 


phia Milk Exchange. More than a 
million bottles disappear each 


/month, he said. The current drive 
| to retrieve many of them, begun 


earlier this month, is planned to 
carry through the spring and sum- 
mer. 

In ads that vary from 800 lines 
down to one-column 60 line appeals, 
milk users are being urged to aid 


| defense by saving the bottles and 


returning them promptly. 
ing bottles, copy 


Replac- 
points out, 
labor and 
defense materials.” 

The drive is being conducted in 
the Philadelphia Bulletin, Inquirer, 
News and Record and 30 spot an- 
nouncements a week are. sched- 
uled over Stations KYW _ and 
WCAU. Four separate campaigns 
are planned, all including large 
space newspaper advertising, 
smaller teaser ads and spot radio. 
Driver-salesmen and other em- 
ployes of local milk companies 
have pledged themselves to support | 
the conservation drive. 

McKee & Albright is directing the 
campaign. 


Savings Banks 
Offer ‘Save for 


Bonds’ Program 


New York, Jan. 22.—In an effort! 
to encourage the purchase of de- 
fense savings bonds out of income 
rather than savings, National As- 
sociation of Mutual Savings Banks 
has outlined to 530 member banks 
a “Victory Club” plan which has 
already received enthusiastic sup- 
port from Treasury officials. The 
plan was created to follow the 
Treasury Department’s policy of 
discouraging depositors from with- 
drawing savings, thus forcing banks 
to sell their own government bonds 
to compensate for loss in deposits. 

The “Victory” idea operates the 
same as the familiar Christmas Club 
plans. A person wishing to buy a 
$25 defense bond, for example, may 
do so by depositing 50 cents a week 
for 374» consecutive weeks, which 
| will total the purchase price of 
| $18.75. Other denominations may 
be purchased in the same manner. 

The plan was originally instituted 
by the Dry Dock Savings Institu- 
tion, which ran 800-line ads in New 
York newspapers announcing the 
“Dry Dock Victory Club” and offer- 
ing members club buttons. Ander- 
son, Davis & Platte directs the Dry 
Dock Savings account. 


Navy Endorses 
oe) * 

Adoption Plan” 

Secretary of the Navy Knox has 
enthusiastically endorsed a sugges- 
tion of Sterling E. Peacock, vice- 
president and manager of the Chi- 
cago office of N. W. Ayer & Son, 
that the Chicago Rotary Club 
“adopt” the enlisted personnel of 
the heavy cruiser, U. S. S. Chicago. 

Mr. Peacock, who heads the club's 
war activities committee, urged 
that the service organization supply 
the sailors with cigarets, knives, 
soap, toothpaste, razor blades, etc., 
and offer aid to the seamen’s Chi- 


cago families. The plan was 

adopted. 

Revamps Content 
Movie-Radio Guide. New York, 


has added a classical music section, 
edited by Robert Bogar, music critic 
of the New York World-Telegram. 
and news about frequency modula- 
tion, edited by Dick Dorrence, gen- 
eral manager of Freouency Modu- 
lation Broadcasters, Inc. 


DECLARATION 


*. . . . . . . . . . . 


EVERY EMPLOYEE AND OFFICER 
OF THE FIRST NATIONAL BANK OF 
UNCOLM HAS PLEDGED A POs. 
THOM OF EACH PAY CHECK TO THE 
« PURCHASE OF U 5 DEFENSE BONDS 
A Statement from Our Staff 


ee 
wees to wn pees © 
Coy. Pitney 

= 


ee ie ee en ht Ok hie 


fin ht_ any a a ee ee 


Lowenn hetllty ds, h wh ety hae 


re aes 


ieee Ae 


46 bape 
ee ey ee ee 


he ams Phy eae aye fe + heey Fim 46 ee 
° an OO 
RR ee Alen ttn em, Cal “4 ss 


, ae a ae An LF teal 4 OR ets we 
° daha lap Dam ye BY he meg 
ae a ee. ee a a ) ler 


Cn 9 Lig atthe Jo att prt dea nel Bape ine nn 
Mae bane Ble OR Antenne Kite GS tre f cn 


ee 


* "Tue First Nationa Banx Or Lincoin 


Praise was generous for this 5-column by 
18 inch ad carried recently by the First 
National Bank of Lincoln, Neb., in the 
Lincoln Journal and Star, bearing signa- 
tures of each officer and employe who 
pledged to purchase defense bonds. 
W. J. Newens, Inc., is the agency. 


McCarthy Tops 
Hooper Ratings; 
Highest Since ‘39 


New York, Jan. 22.—Charlie Mc- 
Carthy scored as the top radio pro- 
gram during January with a 35.2 
rating—the highest the program has 
reached since 1939, according to 
C. E. Hooper, Inc., figures for the 
month. 

Trailing the McCarthy show were 
Fibber McGee and Molly and Wal- 
ter Winchell with ratings of 33.3 
and 33.1. The next seven programs, 
filling out the month’s leading ten 
national evening shows, are Bob 
Hope, Jack Benny, Aldrich Family, 
Radio Theater, Coffee Time, Time 
to Smile and Bing Crosby. 

In the programs measured by 
partial instead of full interviewing 
coverage, Red Skelton’s show con- 
tinues to lead with a January rating 
of 28. January’s listening average 
this year is approximately three 
percentage points higher than Janu- 
ary a year ago. 


Air Line Ups Drive 
Trans-Canada Air Lines, New 
York, has expanded its schedule 
in New York newspapers, high- 
lighting its non-stop service be- 
tween New York and _ Toronto 
During the next few months ads 
will appear regularly in the New 
York Times, Herald Tribune, Sun, 
World-Telegram and Wall Street 
Journal, McCann-Erickson, New 
York, handles the account. 


To Produce Radio Shows 


Joseph Tenenbaum, formerly sec- 
retary-treasurer and general man- 


ager of Kermit-Raymond, New 
York, has’ established Rockhill 
Radio Productions, New York, to 


produce radio shows. 


i “4 
{ —— aa 
a 


of Fresh ‘on. Case Studies 0" 
Modern D 
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® How 25c each was saved on shipr °9 
costs by re-designing former dis} 

@ Inside story of a SLED display ' *' 
works 12 months a year 

@ Telescoping price card display so °* 
Kellogg's puzzling problem 

® Two national advertisers ‘team 
on display — both win sales. 


Send for “DISPLAY PARADE"’ Today 
Ask to be placed on maiting list. 
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Today... and Tomorrow 


HE national emergency of today calls for un- 
limited aggressiveness and resourcefulness. But 
business men are looking beyond, just as our gov- 
ernment is. They are preparing vow for tomorrow. 
Sales and advertising executives realize that their 
advertising material not only must make and main- 


tain customers during this critical period, but also 


must pave the way for sales and prestige during 
the economic emergency of the future. And one of 
the important factors in customer response today 
and tomorrow 1s the use of FULL Color, rzght now, 
in your advertising material. 

The added influence of FULL Color in advertising 
material, as compared to one or two colors, 1s 


{Continued on next page.} 
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more evident today than ever before. Here are a 
few of the many advantages: 
1. FULL Color Advertising Material reflects the 
increased price of your products today 
. FULL Color Advertising Material se//s the 


higher-priced and higher-quality merchan- 


Nm 


dise you are pushing today 

3. FULL Color Advertising Material conserves 
paper, giving you a better advertising and 
sales piece in smaller area. 

4. FULL Color Advertising Material builds 
and holds your prestige for tomorrow. 

5. FULL Color Advertising Material anticipates 
and combats your competition in the tougher 
markets of tomorrow. 

Yes, right now is the time to switch to FULL 
Color. And you will find it surprisingly easy and 
economical, by taking advantage of the services of 
Stecher-Traung Lithograph Corporation. 

Over 75 years of leadership in FULL Color lithography 


. 


. that is the record of Stecher-Traung. During 
this span of three-quarters of a century, this great 
American institution has pioneered in developments 
for the advancement of direct advertising. Today, 
Stecher-Traung is serving the honor-roll of American 
business and, in addition, is doing its part in the 
national emergency. (The poster shown 1n the illus- 
tration on the preceding page is one of the recent 
defense jobs produced by Stecher-Traung. ) 

You will be amazed at the savings you can enjoy 
on high-quality FULL Color consumer folders, 
booklets, circulars, broadsides and other advertis- 
ing material. These can be produced efficiently 
and economically because of a sensational new 
development by Stecher-Traung—the unique FULL 
Color “‘Gang Run’’ Service. Through this exclu- 
sive service you get beautiful, dramatic FULL 
Color at the price you usually pay for only 2 
colors. Investigate now .. . learn how you, too, 


can benefit from it today and tomorrow. 


oz/ Fur COLOR at 2-COLOR COST 


...made possible by Stecher-Traung’s ‘‘Gang Run” Service! 


A sensational new development! Stecher-Traung’s FULL 
Color “Gang Run” Service! Many jobs of the same type 
are combined on one large sheet to give you FULL Color 
at 2-color cost. Practically any job you have can be put 
on one of the many kinds of Stecher-Traung “Gang Runs,” 
in minimum quantities of 25,000—Consumer Folders, Cir- 
culars, Booklets, Broadsides, Streamers, Displays, Box 
Wraps, Cartons, Labels, etc. 

We have two completely self-contained, modern plants 
... both equipped to handle your work from start to finish. 
A score of skilled artists and expert color photographers 
are at your service. We coat our own paper, grind our 
own inks (nearly a million pounds a year), do our own 
varnishing and other finishing operations. Our battery of 
giant 4-Color Offset Presses is the largest in the country. 

Quick service no matter where you are. Stecher-Traung 


maintains sales offices in leading cities, with fifty traveling 
representatives ready to help you. Ask to see samples of 
our work . . . get our quotations on your jobs. 


Write for Free 36-Page Book Telling 


“HOW TO STEP UP YOUR ADVERTISING 
MATERIAL AND SAVE MONEY” 


This 36-page book gives you a wealth of information 
—the whole story on how to use FULL Color easily 
and effectively. It shows various methods in FULL 
Color production . . . tells how to make a Folder 
Layout... and gives other valuable data which will 
save you and your organization time, effort and money. 
Write for your copy today . . . it’s free! 


Consumer Folders - Booklets - Circulars - Broadsides - Labels - Box Wraps - Streamers 
Displays - Cartons - Folding Boxes - Seed Packets - Merchandise Cards and Envelopes 


STECHER-TRAUNG LITHOGRAPH CORPORATION 


Rochester, New York * San Francisco, California 


BALTIMORE - BOSTON + CHICAGO - CLEVELAND - COLUMBUS - DETROIT - HARLINGEN - HARTFORD - HOUSTON 
LOS ANGELES - MACON + NEW YORK - OAKLAND + PORTLAND, ORE. - SACRAMENTO ~ ST. LOUIS - SEATTLE 
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‘Washington Star’ 
Maintains Linage 


Lead During 1941 


"N. Y. Times," "Balti-. 
more Sun,"' "Chicago 
Tribune" Next in Order 


New York, Jan. 21.—The Wash- 
ington Star (E & S) which has oc- 
cupied the No. 1 spot in total adver- 
tisng linage among newspapers 
measured by Media Records, Inc., 
for several years, again occupied 
first place during 1941, according to 
the annual tabulation released this 
week by Media Reco.:ds. The Star 
carried a total of 24,022,352 lines of 
advertising during the year. 

Next in order were the New York 
Times (M & 8S), 21,343,881; Balti- 
more Sun (E & S) 21,303,201; Chi- 


cago Tribune (M & S), 21,282,935; | 
Detroit News (E & S), 21,101,888; | 
Milwaukee Journal (E & S), 20,- | 
860,771; New York News (M & S),| 
19,145,117; Los Angeles Times (M & 
S), 17,878,388; Pittsburgh Press (E 
& S), 17,736,347; and the Akron 
Beacon Journal (E & S), 17, 693,- 
151. 


Breakdown Given 


The Chicago Tribune was first | 
among weekday morning papers, | 
with 13,807,626 lines, followed by the | 
New York News, 12,936,122; Los 
Angeles Times, 12,477,104; New Or- | 
leans Times - Picayune, 11,120,586; | 
and the New York Times, 11,113.,- | 
383. 

Among weekday evening papers 
the Washington Star led with 18,- 
360,212 lines, followed by the New- 
ark News, 15,532,396; Milwaukee 
Journal, 15,405,857; Baltimore Eve- 
ning Sun, 15,313,731; and Detroit 
News, 15,124,233. 

The New York Times led all Sun- 
day papers with 10,230,498 lines 
and was followed by the Chicago 
Tribune, 7,475,309; New York Her- 
ald Tribune, 7,420,114; Cleveland 
Plain Dealer, 6,330,316: and New 
York News, 6,208,995. 

In general advertising the stand- 
ings were as follows: 

WEEKDAY MORNING PAPERS 
New York Times......... 2,433,316 
Chicago Tribune 
Boston Herald 1,954,655 
New York Herald Tribune 1,843,711 
New York News......... 1,834,983 

WEEKDAY EVENING PAPERS 


Montreal La Presse....... 2,431,839 
Chicago Daily News. . 2,425,212 
Montreal Star ........... 2,320,909 
New York Sun........... 2,109,837 
Newark News ........... 2,102,334 
Detroit News ............ 2,088,358 
Philadelphia Evening 
ee eee 2,088,088 
SUNDAY PAPERS 
New York Times......... 1,864,838 
New York Herald Tribune 1,847,781 
Cleveland Plain Dealer... 1,584,217 
Philadelphia Record ..... 1,348,014 
Buffalo Courier-Express.. 1,021,859 


Automotive Classification | 
The Detroit Free Press led in the | 
motive classification for week- | 
morning papers with 543,933 


lines, followed by the New York 
News, 470,578; Harrisburg Patriot 
463 


3.073; Peoria Journal-Transcript, | 
754; and Rochester Democrat & | 
nicle, 449,058. 
In the afternoon field, the Buffalo | 


ews led the automotive heap with | 
1,018,415 lines, followed by the 
Rochester Times Union, 728,107: 
Detroit News, 625,719; San Diego 
Tribune Sun, 596,778; and Newark 
News, 585,258. 

Sunday automotive linage was 
freatest in the Cleveland Plain 
Dealer, 382,032 lines; Hartford Cou- 
rant. 368,978: Los Angeles Exami- 
ner. 328,305: Rochester Democrat & 
Chronicle, 325.345; and Portland 
Or. ynian, 304,532. 

‘'N. Y¥. News” Leads Retail 

The New York News led all 
Weekday morning papers in retail 
‘ina with a total of 10,251,357 
Othe 


s in order were the Los An- 


geles Times, 7,023,762; New Orleans 


Times - Picayune, 6,956,474: Wash- 
ington Times Herald, 6,952,720; 
Chicago Tribune, 6,755,419. 

In the afternoon field first retail 
honors were won by the Washing- 


| ton Star, 13,181,642 lines; next were 


the Milwaukee Journal, 10,492,540; 
Baltimore Evening Sun, 9,905,427: 
Buffalo News, 9,527,910; and Dallas 
Times-Herald, 9,184,313. 


Financial, Classified 


The first Sunday paper in retail 
linage was the New York Times, 
5,397,317 lines. Next were the New 
York News, 5,203,463; Chicago Trib- 
une, 4,190,407; New York Herald 
Tribune, 4,122,891; New Orleans 
Times-Picayune & States, 3,624,593. 

The greatest volume of financial 


advertising to appear in weekday 
morning papers was carried by the 
|New York Times, 640,523 lines; 
| financial honors in the evening field 
were garnered by the Freeport Re- 
view & Star, 340,233 lines; and in 


|the Sunday field by the Hartford | 


Courant, 193,352 lines. 

The Chicago Tribune led weekday 
morning papers in classified, with 
| 4,159,433 lines; the Newark News 
led the afternoon field with 3,846,- 
_647 lines; and the Detroit News led 
Sunday papers with 2,779,329 lines. 


Opens Consulting Bureau 
Caravel Films, New York, has 
opened a consultation service under 
the direction of H. G. Christensen. | 
Lyne S. Metcalfe has joined Cara- | 
i vel’s creative and research staff. 


| tutional 
| publications, are said to represent 
enormous potential sources of scrap | 


Business Papers 
Urge Salvage of 
Waste Materials 


Chicago, Jan. 22.—Domestic Engi- 
neering and Institutions, business 
papers published by Domestic Engi- 
neering Company, have launched 


| “Victory Programs” for their fields, | 


in which reclamation and salvage 
are cardinal points. 
and heating industry and the insti- 
field, served by the two 


and waste materials, and the edi- 
torial campaigns enlist readers’ sup- 
port in seeking out this material 


The plumbing | 


and getting it to the market quickly. 

Taking its own advice, the pub- 
lishing company has cleaned its own 
house of all photo-engravings, pry- 
ing the copper, lead and zinc from 
their mountings, and selling the 
metals to a smelter for reclamation. 
Receipts from their sale have gone 
into the purchase of defense bonds, 
an action coinciding with inaugura- 
ion of a payroll allotment plan for 
the purchase of defense bonds for 
| employes. 


Opens Coast Office 

Personnel Institute, Chicago, has 
opened a West Coast office at 707 S. 
Hill street, Los Angeles, under the 
direction of Morris I. Pickus, presi- 
dent. The company specializes in 
aptitude testing. 


HIS unpretentious stone with its simple but significant inscription has no counterpart 
in all the world. Plymouth Rock is a symbol of opportunity today just as it was in 1620 
when our forefathers leaped ashore on the rocky New England Coast to build a new life 


for themselves. 


New England is still the land of opportunity. 
New England, is now ‘‘as always’’ far above the national average*. These people have 


money to spend, and wise national advertisers are finding that out. 


Acquaint them with your product through WTIC. Back up your sales message with the 
prestige and dependable service which has made WTIC this section's ‘‘listening habit.” 


For richness of opportunity combined with power of coverage 


THERE'S NOT AN 


DIRECT ROUTE TO AMERICA’S NO. 1 MARKET 


The Travelers Broadcasting Service Corporation 
of NBC Red Network and Yankee Ne 


_ Member 


OTHER LIKE IT! 


*Sules Management 


Representatives: WEED & COMPANY, Ne 


Its buying income, especially in Southern 


1941 


December | 
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ADVERTISING AGE 


January 26, 1942 


PEOPLE WHO Yleni7, 


"THEY WANT BETTER JOBS, with opportunity 
for advancement. They want better social conditions, and a 
voice in achieving them. They want to live in better homes, 
listen to better radios, own better refrigerators. They want 
these things for their pleasure and convenience—they also want 
them as symbols of success. 


These people are ambitious. They are constantly aware of a 
better niche to fill, a higher rung to climb—whether it be Grand 
Master of the local lodge or President of the United States. 
They are the people whose rising importance has come with 
the growth of the new social order. 


It is only natural that these people should turn to the magazine 
that interprets their way of life in their own terms—the maga- 


zine that preaches the doctrine of a fifth freedom, Freedom of 
Enterprise, under which Capital and Labor work together that 
everyone may enjoy the benefits of production. 


Yes, these people who want to grow are good prospects. Just as 
they listen avidly to the story of how to build a better national 
life, so will they listen to the story of how to shape a happier 
personal life, and if you tell your story well enough, they'll buy. 


For most of them are in the peak of the buying market—where 
you get your volume sales. As in any cross-section of America, 
some are rich, some are poor; but the majority are the impor- 
tant middle classes that account for 69% of all sales. 


ofl rtel buying is done bythe 8, 8D 
69% groups that rr ace aimed 
Agsasega® cade gee ae 


y “a every seven fusnitios, 


"At the PEAK of the market, a ae c, aD. 
., income groups—Liberty reaches one out of every sieht 
urban families, hits harder per dollar than any other 
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Clothing Industry Problems 


Typical of what is happening in 
consumer goods industries the 
change in the program of clothing 
manufacturers. Because of short- 
ages of wool, the all-wool suit will 
shortly be a thing of the past. New 
fall lines will not only be designed 
to conserve material, through the 
elimination of double-breasted suits, 
two-pants suits and trouser cuffs, 


is 


but they will be made of fabrics | 


somewhat different from those the 
public has been accustomed to find 
in men’s clothing. 

Probably there will be garments 
made from a combination of new 
and reworked wool, and wool in 
combination with rayon and cotton. 


quire manufacturers to label their 
products so as to show just what 
they contain. There 
why they should 
because war 
quired 


is no reason 


conditions have re- 


a different type of fabric, | 


public buying power. 
a reason for advertising not only 
to take advantage of stepped up 
demand, but also to avoid loss of 
good will through failure to explain 


It will have 


the new conditions under which the | 


industry is operating. Questions and 
complaints can be forestalled by 
proper educational advertising 


which will make it clear that Amer- | 


icans will continue to be well clad, 
but that their clothing is necessarily 
manufactured from the standpoint 
of conservation of materials essen- 
tial for the use of the armed forces. 


We have an idea that the manu- | 


facturers and their distributors will 


rise to the occasion, and that their 
The new wool labeling act will re- | 


be embarrassed | 


and they will not be, provided they | 


and their dealers acquaint the pub- 
lic with the reasons for the changes 


advertising will strike a note which 
will not merely reconcile the public 
to what is being done, but will make 
every consumer feel that he is play- 
ing an important role in cooperating 
with the national war effort. 

This is a situation which is going 


to confront 


every industry where 


| changes are necessarily being made 


either 


and the fact that the new fabrics | 


will be found satisfactory and serv- 
iceable in actual use. 

The clothing trade is one which, 
like many others serving consumers, 
will have a broadened market due 
to increased employment, expanded 
payrolls and generally increased 


in materials, methods 
manufacture or packaging. 


of 


Adver- 


| tising can play no more important 
|role than to explain to the public 


the reasons for the changes and the 
value of the product as it is now 
being offered. That is public service 
advertising of a vitally important 


| character these days. 


Tourist Business Goes On 


Harold Ickes, 
Interior, issued 


Secretary 
a 


of the 
statement 


re- | travel. 


of economy comparable with motor 
But the railroads are con- 


cently urging that regular vacations | tinuing to offer fast, low-rate pas- 


be continued as a contribution to 
public health and morale. Since 
Mr. Ickes is also petroleum coordi- 
nator, his statement had some sig- 
nificance from the standpoint of 
consumption of gasoline and oil in 
tourist travel. Obviously its signifi- 
cance was reduced by the fact that 


with new automobiles and tires no | 


longer generally available, tourist 
travel by automobile will undoubt- 


edly be greatly reduced this year 


from its former high levels. 
Reports from both Florida and 
California indicate that tourist busi- 


the effect of restrictions has not yet 
been felt. Ordinarily Florida gets 
about 76 per cent of its tourist busi- 
ness by motor, the remainder being 
represented by railroad, bus and air 
transportation. Of the available 
public transportation*services which 
will be substituted for the 
car, buses seem to have an out- 
standing opportunity to increase 
their volume, from the standpoint 


motor 


| recent 


senger transportation in tourist 
coaches, and perhaps they too will 
benefit from the reduction in auto- 
mobile mileage. 

Communities which rely upon 
tourist trade for a large part of their 
business—and many non-manufac- 
turing sections have dipped into the 
national income very successfully in 
years by attracting vaca- 


tionists to their doors—will no 


doubt continue their efforts to main- 


‘tain their local business enterprises 
| through advertising for tourist dol- 


| lars. 
ness is up to last year, and that | 


There may be some changes 
in their character, due to the fact 
that vacation trips by automobile 
may be shortened to save tires, but 
the business too important to 
these areas to allow it to be lost 
without an effort. 

It will be interesting to see just 
how established habits in travel and 
transportation, built up over the 
years through rapid expansion of 
tourist activities, will be affected by 
necessary wartime restrictions. 


is 


SAN | 

LOS | 

“This is the third straight year Jackson hasn't been able to find his way out of a 
January sale window!" 


THE HUMAN ELEMENT OF DISPLAYS | 


World 


Display 


Ad-libbing 


Raps Hoarders 

Ad-libbing this week breaks a 
more or less sacred tradition against 
using illustrations larger than col- 
umn width to bring you this adver- 
tisement of the Star Market Com- 
pany which appeared in Boston 
newspapers last week. We doubt 
that the advertisement will 
any sugar hoarders to turn in part 
| of their hoard and take a substantial 
| profit; as a matter of fact, we doubt 
‘that the Star Market Company 
|actually expected anyone to bring 
sugar in. But the ad exhibits an 


induce | 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national! 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1935. Building in the War. 

The job ahead for the building in- 
dustry is the subject of this study 
issued by Industrial Publications, 
Inc. It discusses the outlook for 
plant expansion, housing and farm 
construction, the effects of priori- 
ties and the importance of remode!]- 
ing and maintenance jobs. 


No. 1936. 1940 Census Snapshots. 


Market data for the Huntington, 
W. Va., trade area, based on 194) 
census figures, are tabulated in this 
folder issued by the Huntington 
Advertiser and Herald - Dispatch, 
The folder goes on to explain, how- 
ever, that the census camera is not 


| the only segment of parallelism ex- 
isting is that a war is in process 
| now, and a war was in process then. 
| Otherwise, about everything is dif- 
ferent. And these vast differences 
| must be taken into serious account 


whenever any attempt is made to | 


draw a pattern for the present by 
investigating the past. 


Jottings 

Every workday morning, em- 
ployes of the Crosley Corporation 
in Cincinnati are being greeted on 
‘their arrival at the plant by the 


mothers te prepare even simple @iuhes for thew young 


STA 


TERT 
24 MT. AUBURN STREET 


NEWTONVILLE 


304 WALNUT STREET 


SUGAR HOARDERS! 


The Star Markets will pay 10° a pound for all 
granulated sugar in good salable condition. 
Bring it in to your nearest Star Market today! 


This sugar will then be promptly sold at 6*/2¢ 
per pound | ..":. | to customers who are without sugar! 


de This sugar shortage has been caused by MOARDER S$) Today. not only the Star Markets but Al teed stores 

ere faced with the same situation of not being ahte te supply thew regular customers wih 6 nermel order 
of weer Mearders here deprived patrietx Amern ans of thew righttel suppty ere made 4 mpeseihie for 
 hkdren Amork ane ia thin the way were going te fare 
the future together «9 this the way we re going te uphold s noble heritage of unity and demecracy T 


R MARKET 


CO. 


401 HIGHLAND AVENUE 


WELLESLEY 


$63 WASHINGTON STREET 


old-fashioned disgust that we ad- 
mire, and we don’t much care 
whether it does any good or not; it 
may make a hoarder here and there 
squirm a little, and that gives us a 
peculiar satisfaction. 

Sugar is being hoarded now be- 
cause a lot of us, and our wives, re- 
member that sugar was hard to get 
during the last war, which is 
ridiculous. But that state of mind 
no more ridiculous than is the 
operation of the military mind 
which insists on fighting this war 
the way the last war was fought, or 
the business mind which con- 
stantly casting back to the last war 
for intimations of what will happen 
to business generally—and even to 
specific businesses—during this war. 

History a great teacher, cer- 
tainly; but the greatest teacher is 
not one who crams his students’ 
heads with static knowledge, but 
one who imparts to them the abil- 
ity to recognize similarities and 
distinctions alike, to adapt his 
knowledge to changing bases, to use 
knowledge as a tool of reason. If 
sugar was scarce 25 years ago, and 
exactly similar conditions obtain 
now, then it can be reasoned that 
sugar will again be scarce; and if 
advertising dipped down, then 
soared, during the first World War, 
and conditions are exactly parallel 
now, it can be assumed that exactly 
the same course will now be taken 
by advertising. 

The difficulty, of course, lies in 
the fact that exactly parallel condi- 
tions do not exist. Actually, about 


IS 


is 


is 


|strains of “Any Bonds Today?” 
played over the plant-wide public 
_address system to remind them that 
campaign is under way to sell 
| $150,000 worth of defense bonds to 
3,500 Crosley employes. . . 
The outstanding laugh at 
meeting of the Allied Social Science 
Associations in New 
Christmas and New Year’s was pro- 
|vided by Westinghouse Electric & 
Mfg. Company, which set up a com- 
plicated mechanical brain game in 
the lobby of the Commodore so the 
assembled statistical and mathe- 
matical bigwigs could have a little 
fun testing their skill against a per- 
fect player in a game requiring 
some mathematical aptitude. Almost 
jany time you cared to watch, you 
could see half a dozen or more of 
the professorial fraternity getting 
some really excellent coaching (and 
we mean excellent) from one of the 


,a 


Commodore’s dining room. cap- 
oo oe 
The Bureau of the Census has 


gone in for wartime economy, too. 
The general distribution of census 
publications and other releases has 
been discontinued, and hereafter 
most of us are going to have to get 
our census stuff from the public 
library, or by buying final pub- 
lished reports from the Superin- 
tendent of Documents. . . 

F. Morse Smith of Industrial 
Equipment News coined a corker in 
a recent sales letter. Says he: “It’s 
a short slide from Champ to Chump 
for any publication that starts to 
smirk instead of work.” . . 


the 


York between | 


fast enough to keep up with the 
current activity, and provides some 
comparative percentages for 1941. 


No. 1906. Industrial 


News Data Sheets. 


Two new data sheets have been 
issued by Industrial Equipment 
News, one of which shows coverage 
and readership of the publication 
throughout a typical large indus- 
trial plant. The other discusses in- 
dustrial copy and offers an idea for 
institutional and prestige advertis- 
ing which retains many of the bene- 
fits of product advertising. 


Equipment 


No. 1909. Toledo Market Data. 


The Toledo Blade has issued this 
| file tolder of sturdy board, designed 
to hold a continuing record of mar- 
ket data which will be issued from 
| time to time. The current release 
is a large, easy-to-read map of met- 
|ropolitan Toledo and its retail 
|trading area, with market facts 
tabulated in each county, and a 
summary of the data and explana- 
| tory notes. 


No. 1916. Hit Home with the Home 
Dailies of Oklahoma. 

This survey, issued by Southwest 
| Dailies, contains a wealth of infor- 
| mation on the market covered by 
the 23 daily newspapers of the 
Southwest Dailies group. A con- 
/venient summary tabulates figures 
on population, number of stores, 
amount of sales, value of farm 
crops, and other points, while the 
following pages contain a detailed 
analysis of the data, including cir- 
culation of SWD papers. 


No. 1921. Preview of This Week 
Magazine for 1942. 


Here’s a chance to see what the 
new This Week Magazine will be 
like when it changes size and for- 
mat next month. The folder inte 
which the new magazine is stapled 
outlines the changes in size, format 
and editorial matter, and lists te 
space units that will be availabl 


No. 1923. Los Angeles, Key to 
Southern California Marke! 
The Los Angeles Herald-Ex} 
has issued this new study, w 
provides a thorough analysis o! 
Southern California market are 
deals with population, including 4 


graph of eight major city ares: of 
the country, and includes mays of 
Los Angeles city area and county, 
a study of the food, drug, aut )moe- 
tive and liquor markets, with 
accompanying maps, and vers 
commerce and the “plus” de‘ense 
market. 

No. 1930. Troy — a Major New 

York Market. 

Market statistics for Troy, N. ¥. 
are covered in detail in this folder 
issued by the Record Newsp. Pe! 
There is a map of the city zone 4m 
another of the retail trade zon r 


data for both areas are arranged 
tabulations. 


it. 
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H. V. Kaltenborn, inspecting Oklahoma’s defense preparations in 
May, 1941, struck the keynote of Oklahoma City’s position in 
Oklahoma's offense preparations of today. He broadcast to the 
world: “There has been excellent advance planning by Oklahoma 


City’s business men, They haven't waited for Government cash and 
Army orders before going ahead . . . Whatever the Army needs the 
, Army gets ... The Army hasn't spent much money out this way 
1 


since we stopped fighting the Indians, and the businessmen of 
Oklahoma have certainly been on the job in connection with these 
‘ new developments.” 


‘ AVIATION CENTER ESTABLISHED 


These “new developments” include (1) the Mid-west Air Depot, 
a 21-million dollar project at Oklahoma City employing 3,500 
workers and requiring a personnel of 8,000 Army and civilian 


S skilled technicians for its operation. (2) Will Rogers Field, per 
d manent headquarters for the 37th U.S. Air Base group and 48th 
" Bombardment squadron. 400 officers and 3,200 enlisted men will 
" make up the war-time complement. (3) A new municipal airport 
. meeting CAA Class A requirements. (+) A Government approved 
il Air College located fifteen miles west of the City. (5) An #84, 
ts 000,000 powder plant occupying 6,000 acres and employing 5,000 
a persons, in the eastern part of the state. (6) A new municipal water 
i- 


supply which will give Oklahoma Citians a defense measure that 
will outlast any war. 


e CASH REGISTERS RING 


st While this activity has been going on in the market, defense 
r. orders to Oklahoma firms have been mounting steadily. Most 
Dy recent figures released by the OPM indicate that Oklahoma stands 
ne 17th among all states in per capita value of defense contracts, 18th 
n- in total dollar value. 

es 

»s, From a business standpoint, department store sales indicate a 
‘m 15° increase over the previous year at the year’s end in Oklahoma 
° City. From an agricultural angle, cash farm income for the state 
2 


for 1941 is indicated at 34° above 1940 levels. 


; THE MEDIA 


While this Oklahoma City market has been keeping step with 
the nation’s defense and offense plans, its newspapers have been 
busy adding features to cement an even greater bond with readers, 
adding mechanical equipment to equal in appearance the finest of 
metropolitan newspapers, adding service programs to benefit the 
; city, the state and their peoples. 


. PRESENT NEW WOMAN’S FEATURES 


Around a nucleus of staff writers whose wise counsel and sound 
leadership have long endeared them to Oklahoma women, new syndi 
cated features were added to the Oklahoman’s woman's section in 
19t1. Among these are to be found such outstanding writers as 


Tw 


he Josephine Lowman, Lettice Lee Streett, Joan Gardner, Elizabeth 
It Boykin. 
- SPORTS PAGES EXPANDED 
OL 
of 1941 sports pages of The Oklahoman and The Times found such 
ty 
ith 
ers qonat’s pia HE 
nse emsuad 
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A NEWSPAPER’S 
ANNUAL REPORT 
TO ITS ADVERTISERS 


newcomers as Bill Cunningham, the highest salaried sports writer 
in the business, Frank Leahy, whose Notre Dame team was one of 
the miracles of 1941, FE. KE. Litkenhous, football forecaster without 
a peer, 


NEW COMICS ADDED 


When in November, 1941, such outstanding metropolitan news 
papers as the Boston Post, Baltimore Sun, Washington Star and 
Philadelphia Record brought to their readers the popular True 
Comics for the first time in newspaper form, the big Sunday Okla 
homan was included in the list. Already this feature, based on the 
heroie doings of real, live people, is one of the most popular of the 
16 pages in the regular Sunday comic section. 1941 likewise saw 
the return of Superman to the Oklahoman comic pages. 


NEW EQUIPMENT INSTALLED 


But not all of the forward strides made by Oklahoma's leading 


newspapers in LObL were editorial. A new shaver added to the 
stereotyping equipment provides for a more perfect fitting of plates 
on the press... and a better printed page. The adoption of the 


famed west-coast All-tone process for use on the Sunday feature 
and society page covers marks still another step forward in news 
paper production methods, another reason why Oklahomans have 
noted a better appearance in their Sunday Oklahoman in 1941 than 
ever before. 


CITED FOR SAFETY PROGRAM 


In the field of publie service The Oklahoman and ‘Times made 
great strides in 1941, Climaxing a five-year campaign for public 
safety, during which four annual National Safety Council awards 
came to Oklahoma for setting the finest safety record among the 
southern states, the 1941 C. I. T. Safety Foundation award for 
newspapers in the 100,000 population (or more) class, came to 
The Daily Oklahoman and Times. And the Oklahoma Publishing 
Company's traffic safety adviser received appointment as chairman 
of the sub-committee on Public Relations of the National Safety 
Council, 


FOSTERS GOOD NEIGHBOR POLICY 


While “know Oklahoma” has long been the watelhword of the 
editor of the popular “Smoking Room” column appearing daily in 
The ‘Times and regularly in The Sunday Oklahoman, 1941 saw the 
beginning of a program which will make this ambition more than a 
slogan. On three Oklahoman and Times-sponsored, “Smoking 
Room’'-conducted tours, more than 12,000 Oklahomans joined one 


‘day Sunday caravans to picturesque Cookson Hills, to rugged 


Kiamichi Mountains, and to amazing Alabaster Caverns. 


In this active, fast-moving market The Oklahoman, The 
Times and The Sunday Oklahoman are constantly increasing 
their value to their readers. In 1941, as in years gone by, 
through their own Mistletoe Express delivery service, they 
continued to be delivered, in the state as in the city, on time, 
every time, to more Oklahoma homes than any other news- 
paper. Which explains why The Oklahoman and Times 
make the cultivation of their market so simple, so direct, so 
economical. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THe FarMEeR-STOCKMAN * MISTLETOE Express * WKY, OKLAHOMA City * KVOR, CoLorapo Sprincs 
KLZ, Denver (Under Alfiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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Power Boosts for Blue 

Station WNBC, Hartford, has in- 
creased its night power from 1,000 
to 5,000 watts, while Station WRNL, 
Richmond, has raised its day and 
night power from 1,000 to 5,000 
watts. Station WDSU, New Or- 
leans, expects to increase day and 
night power from 1,000 to 5,000 
watts on March 1, and Station 
WWYVA, Wheeling, will up its power 
from 5,000 to 50,000 watts day and 
night on April 1. Station WAYS, 


Charlotte, N. C., has joined the| 

Southeastern group of the Blue Net- | 

work. 

Heads Photo-Engravers 
Mark J. Shahinian, Atlantic | 

Photo-Engraving Company, has 

been reelected president of the | 


Photo-Engravers Board of Trade of 


New York. Other officers reelected | 


are: vice-president, Louis A. Wild- 
man, Wilbar Photo-Engraving Com- 
pany; treasurer, Matthew Gliedman, 
Colorplate Engraving Company; 
secretary, Hector Grupelli, Scientific 
Engraving Company. 


FREE with your —| 
first Order 
Jar and Brush FREE with your first order — . 


a 
S S Artist Rubber Cement. Nationally 

used, 3 grades: Light, Medium, Heavy. $3.50. / 
per gal. postpaid. For Friskets use S S Spe- 


Ss cial Frisket Cement, $4 00 per gal 


RUBBER CEMENT CO. 


3438 No. Halsted St., CHICAGO, ILL. | 


Vestless Suits and 


Cuffless Trousers 
Are Predicted 


Retail Clothiers 
Plans for Wartime 
_ Clothing Changes 


Chicago, Jan. 22.—Men’s clothing 
|is in for drastic wartime changes— 
with adoption of such styles as vest- 
| less suits, shorter coats and cuffless 
trousers—members of the National 
Association of Retail Clothiers and 
Furnishers were told this week. 

There are plenty of dark sides to 
the picture, but stylists hope to keep 
the nation’s menfolk happy with a 
batch of new style appeals in 1942 
apparel—war or no war. 

Less wool and more synthetics 
are unavoidable, Gerald D. Grosner 
of Grosner’s Men’s Store, Washing- 
ton, D. C., and chairman of the 
NARCF style committee, declared. 
“A fine woolen suit is now a luxury 


garment,” Mr. Grosner said. “It 


Hear 


ey 


of the present international crisis. 
Along with vests and cuffs, men’s 
suits are due to come off the manu- 


pleats and patch pockets and there 
models this fall and thereafter. 


| brown will predominate for spring 
and summer wear. 
Grosner predicted, will 
straight shoulders, set-in sleeves 
and be of medium flare with covert 
the most-favored fabric, especially 
in natural shade. The military in- 
fluence is evident, with gabardines 
dominating the field. Several shades 
of tan will be featured, going from 
socks to hats and everything in be- 
tween. 


Show “Doubleheaders” 


| Some clothiers will feature a so- 
|called “outfit suit” for casual wear 
including a three-piece suit, odd 
|slacks and sweater. In the same 
| category are “doubleheaders,” two 
Palm Beach or tropical worsted 
suits in contrasting pastel shades 
which—when the colors are right— 
provide four complete outfits. 
There’s no shortage of Panama 
hats now and the retail trade will 
feature open weaves from South 


Off shades of blue, gray, tan and | Ste ‘ 
| shirred waist and open leg. 


Topcoats, Mr. | 
carry | 


al 
. 


4 


For instance take these 
revealing figures 


These are the latest available figures from 
U. S. Dept. of Commerce issued 1940. But 
two years is a long time... particularly in 
these days of accelerated activity .. . espe- 
cially, in a market like the O. P. M. where 
Bonneville power turns the wheels of scores 
of new industries where defense spending 
has sent all business soaring. Here indeed 
sales of all commodities have the Green Light! 


M TO 
Oona 


® Figures released last month show 
that the O.P.M.—The Portland Tred- 
ing Area received $ 152,678,160 of 
the $191,121,028 in defense money 
allotted to Oregon. That's 79.9 per- 
cent for the O. P. M. 


THE O. P.M. IS NO 
ORDINARY MARKET 
It's the kind of market sales mana- 


Class State of Oregon 0.P.M. Per Cent 

ons (the Certend Reding Aven gers dream about . .. the kind of 
sits... $42,160,000 $190,744,000 43% market space buyer love te have 
once .. 69,399,000: 46,990,000 67* | Suuureaeoms 
wont. 19,222,000 6,730,000 44% Sep cereale» «Se 


power that can be tapped with 
one Portland newspaper that 
thoroughly covers this rich, buy- “ 
ing, active market — » 


‘Tux JOURNAL 


has an inside 
track to the 


0. P. M. 


Portland, Oregon a 
m |store truck deliveries be limited to 
| four days a week and, where prac- 


| Walsh, 


| Hall as controller. 


may become an heirloom in view | America. But a shortage of fur for 


felt, which comes from Australia, is 
threatened. Hat brims will be nar- 
rower, as will the bands, to conserve 


facturer’s assembly lines without | silk. 


Lastex and wool trunks are passe 


will be few, if any, double-breasted | for bathing suits, Mr. Grosner said, 


and customers will be looking in- 
stead at poplin-type trunks with 


Offers Blackout Coat 


Innovations such as a Blackout | 


coat, Victory suit and Pearl Harbor 
hat attracted widespread attention 
at the association’s annual style 
show at the Stevens hotel Tuesday 
night. The Blackout coat, manufac- 
tured by Harris Ratnwear, New 
York, is made of Tackle Twill, 
rayon yarn and cotton fabric pro- 
duced by Wm. Skinner & Sons, New 
York. The war-created garment, 
pure white, retails at between $20 
and $22.50. While it has no Iumi- 
nous belt or buttons, its creators 
say the coat will make its wearer 
visible at least to passersby in the 
street. War inspired the Pear] Har- 
bor hat, loosely woven creation with 
a wide, curved brim. 
spouts from the Victory suit com- 
prising a red vest with V-pleated 
back, white coat and blue trousers. 

Style is more important now than 
ever, Mr. Grosner told the conven- 
tiongoers, adding that “the civilian 
population definitely must and will 
take a back seat in favor of all our 
military requirements, but our civ- 
ilian requirements cannot’ be 
ignored. The men’s wear merchant 


|}and men’s styles have a very definite 


place in a country at war and tough 
as our job may seem to be (and 
undoubtedly it will get tougher) it 
is up to us to carry on even more 
vigorously than in peace times.” 
Merchants attending the three- 
day convention reported Christmas 


business well ahead of 1940. A. L. | 


Ahlen, Floan-Leveroos-Ahlen Com- 
pany, Duluth, association president, 
said a survey of the industry just 
completed shows an average gain of 
17 per cent in holiday trade over 
last year, and an improvement of 
14 per cent for the entire year. 
Eighty-nine per cent of the retailers 
queried said their 1941 volume was 
larger than in 1940 and 11 per cent 
said their business held steady. The 
trend was nationwide, though gains 
in the South were less substantial. 
Six per cent of the retailers plan to 
hold clearance sales, despite rising 
costs and prices, during the Janu- 
ary-March period. 


Baskin Urges Promotion 


Salem N. Baskin, head of the Chi- 
cago advertising agency bearing his 
name, recommended at a_ special 
“Class on Advertising” Wednesday 
that stores spend five per cent of 
their net income for promotion in- 
cluding direct mail, window dis- 
plays and newspaper copy, with 
two-thirds of the appropriation to 
go to newspapers. The sum for 
1942, he said, should be based on 
estimates of the year’s business, 
which is expected to be larger than 
1941. He urged stores to continue 
the use of humor in ads, now more 
than ever because of the war, and 
to continue featuring the “young 
man” appeal. 

The convention adopted resolu- 


| tions pledging its members to co- 
| operate 


with the government in 
preventing undue price advances, 
and frowning upon instalment 
buying. It recommended that the 


ticable, consolidated in one. Cus- 
tomers will be urged to carry small 
parcels. Members also opposed 
sending goods out on approval, ex- 
cept where customers cannot reach 
the store, and recommended that no 
goods be returnable unless the store 
is at fault. 

Morris Myers of Myers Bros., 
Springfield, Ill., was named to suc- 
ceed Mr. Ahlen as president of the 
group. 


Hall Succeeds Walsh 


Arthur E. Hall, formerly con- 
troller of the Chicago Daily News, 
has been named circulation director 
of the paper, replacing Donald J. 
who resigned to become 
circulation director of the Chicago 
Sun. Eugene P. Barnes replaces Mr. 


Patriotism | 


ECONOMY APPEAL 


SAVE YOUR TIRES 
BY FLYING 


Save tires, save time, enjoy comfort in Mainliners. 
Four times as fast as surface transportation: 
United's fares are economical and include ali 
costs aloft. Fast, frequent. convenient schedules 


* * * 


LOS ANGELES 2hrs. FRESNO. . 
SAN DIEGO . 3hrs. PORTLAND 
BAKERSFIELD 1K hrs. SEATTLE. . 


net AIR LINES | 
' seit? 


or travel agents, hotels 
United Air Lines is using this 2-columr 
by 70-line newspaper copy to urge the 
saving of auto tires through use of air 
lines for inter-city travel. The theme i: 
being employed principally on the Pacific 
Coast. N. Y. Ayer & Son handles the 
account. 


1 he. 
4 hes. 
5 brs. 


— oe 


Cancel ABC Meeting 


The February meeting of the 
board of directors of the Audit Bur- 


|eau of Circulations has been can- 


celed. The next meeting of the 


'board will be held in New York in 


March. 


Advertisers spend their money where 
there’s money to spend, give more 
linage to The Journal . . . Portland’s 
only afternoon newspaper... the one 
newspaper that gives a thorough, 
concentrated coverage of Oregon's 


one and only major market . . . The 
Portland Trading Area. 
JOURNAL sou 
vias 5,310,484 3,694,404 
~ 2.844698 2,228,838 
vs wie! 404,744 1,407,830 
a wi . 6,995,258 51 u2.234 


Figures from Media Records First 1 
iv 


THe JOURNAL 


Portland's Afternoon 
PORTLAND, OREGON 
Inc., Metions! 


‘REYNOLDS. FITZGERALD, 
Mew Terk, Chicage, Philadelphia, Detroit, 
San Francises, Los Angeles, Seattle 
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“LET'S LOOK AT THE RECORD!” & 


2817 


TOTAL PAGES OF ADVERTISING 
All magazines — weekly and monthly — 1941 


Figures from P. I. B. 


703 ADVERTISERS 
GIVE BOTH 


ANSWERS TO... 


]. THE RECORD » 


2. THE TREND & 


1226 


H- BUSINESS WEEK UP 222 : 
GAIN IN PAGES : 
2nd half of 1941 : 
over 2nd half of 1940 ‘ 
i Figures from P. I. B. il T/ME UP 1/57 
|| UNITED SraTES NEWS UP 139 4 
LIFE UP 131 ; 
, 7 NEWS WEEK UP 1/29 ' 
4 GLAMOUR UP 127 « 
: FORTUNE UP 126 ; T IME 
' ed : . 
+ COLLIER'S UP 94 } 
HT LADIES HOME JOURNAL UP 84 Ti =~ THE WEEKLY NEWSMAGAZINE | 
H+- NEW YORKER UP 73 : Se 
| 400K uP 54 : 
| SAT EVE. POST UP S/ ; 
y ae 
JUNE 30, /94/ DEC. 31, 1941 
: .- 7 
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Government May 
Urge Advertising 
by Coal Dealers 


Washington, D. C., Jan. 21.— 
Hoarding is unpatriotic, Uncle Sam 
has decreed, unless the term ap- 
plies to defense bonds or coal. The 


advisability of collecting all the 
bonds the purse will stand has been 
well publicized, but the suggestion 
that everybody stock up on coal has 
been less well advertised. 
The two federal agencies 
closely concerned with 
gold” are the Bituminous 
Commission and the Office of 
Coordinator of Solid Fuels. 


most 
“black 
Coal 
the 
Both 


are under the wing of the Secretary 
of the Interior, Harold L. Ickes. 

Both are sufficiently worried 
about the availability in future 
months of transportation to move 
coal from mine to factory or home 
to be considering an appeal to all 
coal dealers to embark on a heavy 
advertising program designed to 
persuade the coal-consuming public 
to “buy now.” 

The commission and the coordi- 
nator’s office, working hand-in- 
glove, are urging the public not 
only to keep their bins full but also 
to build new ones and fill them too. 
They quote statistics to show that 


the mines are not operating at full | 


capacity, and that transportation is 
available now. They point out that 
the supply of fuel is ample to meet 


all present and future needs, but 
that there may be trouble in mov- | 
ing it. 

The knowledge that the supply is 
adequate has hampered the agen- 
‘ies in their “buy now” campaign. 
Official statements urging the pub- 
lic to stock up have not brought on 
a buying wave, with the result that 
an appeal to the industry to tell the 
story of a possible transportation 
tie-up in heavy advertising is under | 
consideration. A decision is ex- 
pected shortly. 


Transfers Carver 
Roscoe Carver, 


has been transferred to the 
Los Angeles office in the same 
capacity. 


McCann-Erick- | 
|son’s San Francisco art department | 
| director, 


Avene Skillman 


Edwin F. Skillman, who became 
executive secretary of the Adver- 
| tising Club of Baltimore on Oct. 1, 
| 1941, has been named managing di- 
|rector by the group. On Feb. 14, 
| the club will honor Secretary of the 
| Treasury Henry C. Morgenthau, Jr., 
and the group has pledged a goal 
of $1,000,000 in defense bonds and 
stamps at that time. In three days 
| following the pledge, the club had 
75 per cent of the amount sub- 
scribed, assuring the full amount by 
| Feb. 14. 


‘Names Mary Green 


production manager of Cesana & 
| Associates, Ltd., Los Angeles. She 
was formerly on the production staff 
of Western Family, Los Angeles. 


Gives you.... 


the largest markets in 
Iowa and the Corn Country 
at one low cost! 


ILE spiral of Lowa farm prosperity is still go- 


ing up, 
since World War I. 
Kconomist 


August issue the Lowa 


that Lowa farmers might take in 


‘ash farm income will be the greatest 
lowa State College Farm 
November 


“In the 
Farm Economist reported 


issue states: 


12 per cent more 


cash income in 1941 than they took in in 1940, or a 


total of 815 million dollars, as compared with 729 


million in 1940. 
high, if anything. 


It now looks far too low. 


At the time, this estimate seemed 


On 


the basis of figures computed by the Bureau of 


Agricultural Economics for the first 8 months of 


the vear, 


it appears now that Lowa cash farm in- 


BASIC COLUMBIA NETWORK 
CEDAR RAPIDS 


5000 Watts Day and Night - 600 K.C. 


come will certainly r 


‘ach 850 million dollars and 


may be as high as 875 million dollars.” 


And because Radio Station WM’T is located in 


the center of concentration of the largest markets 


almost all of 
live in thee WMT 


them actually 


in Lowa, 


live in the 


lowa’s industrial workers 


0.5 millivolt area and 745. of 


WMT primary area 


Money is flowing freely in the Corn Country now. 


Reach these markets and reap a greater 


return 


from your advertising dollars spent in the Middle- 


west by using WMT. 


A COWLES STATION 


WATERLOO 


Represented by the Katz Agency 


Mary Green has been appointed | 


— 


WHAT' S MY NAME? 


Whats ina name? ve Delicious 


RED PERCH Fitter: 


ri 
BIRDS EYE ? 
FROSTED FOODS > 


A controversy over the real name fr 

red perch resulted in this Birds Eye 

counter display, featuring the dispu e 
between the FTC and the industry. 


Birds Eye Fish 
Is a Tasty Dish 


Under Any Name 


New York, Jan. 21.—The Fede: 
Trade Commission, which is any- 
thing but funny to most advertisers, 
furnished some hearty chuckles this 
week when General Foods Corpori- 
tion snapped up a current contro- 
versy as the theme of an unusual 
point-of-sale promotion campaign. 

Recently the FTC advised the 
fishing industry that the popular red 
perch is traveling under an alias 
and henceforth should be known as 
the rosefish. General Foods de- 
murred and informed the commis- 
sion that for years the fish has been 
known to the public as ocean perch, 
sea perch and red perch, pointing 
out further that during the past dec- 
ade the annual catch has risen from 
zero to 124,140,000 pounds in 1941. 
Red perch is one of the most popu- 
lar Birds Eye frosted food special- 
ties. The only point on which both 
the FTC and General Foods seemed 
to agree was that sebastes marinus 
is the scientific name for the fish. 

Birds Eye counter displays, now 
in the hands of the retail trade, fea- 
ture a harried-looking fish carrying 
two placards: “The Federal Trade 
Commission Calls Me Rosefish” and 
“Birds Eye and many other folk call 
me Red Perch.” Then, the line, 
“What's in a name? They’re de- 
licious. Red Perch fillets, special 
today!” 

Another counter card proclaims: 
“Special today! Sebastes Marinus.” 
An explanatory note mentions the 
rosefish-red perch argument. 


To St. Georges & Keyes 


Herbert C. Lewis has been ap- 
pointed publicity director of St. 
Georges & Keyes, New York. He 
formerly did publicity work with 


J. Walter Thompson Company, New 


York. 


We're 
meeting the most 


Turn the details over to us. 
specialists in 
exacting demands of agencies, pu! 
lishers and market analysts for a 
their tabulatine 


and complet 


market research 


Our long experience 
facilities 


assure you of promy' 


service, 


accuracy and economy. 
Write today for 
your copy of o 
FREE booklet 
‘Economy 
Market Researc! 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York. N. Y. 


BOSTON ####CHICAGO DETROIT 
MONTREAL +§§ TORONTO 
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Tuere’s a new and potent adver- 
tising story wrapped up in this latest 
product of the vacuum stills. 

Maybe it’s a story that can score 
for a product of yours? 

If your advertised-product list in- 
cludes pet foods, farm animal or 
poultry feeds, or pharmaceuticals... 
here’s the sort of news you like to hear: 

Cheap and plentiful natural Vita- 

min E, in highly concentrated 

form, is now for the first time 

commercially available. 
Never before a concentrate like this 
one! Natural Vitamin E, in concentra- 
tions so potent, just didn’t exist com- 
mercially before Veco. * came along. 
But now it is possible to fortify that 
dog food of yours, or a line of poultry 
or hog or dairy or fox-mink feeds, or 
a vitamin capsule, with Vitamin E 
that boosts the product's value — yet 
does so at a moderate cost indeed. 

VEGOL is a concentrate of Natural 
Mixed ‘Tocopherols —the richest com- 
mercial source of natural Vitamin FE 
ever produced, It is the only plentiful 
concentrate containing the natural 
mixture of tocopherols (and hence 
all the Vitamin Es) in their original 
form in high concentration, and re- 
presents the first successful effort to 
make available to industry the Vita- 
min E originally present in fresh 
crude vegetable oils. 

This newest discovery from the 
** Aladdin's 


lamp” with which Distillation Prod- 


high-vacuum  stills-—the 


ucts, Inc. calls up, from crude oils, 


precious vitamins hitherto left lying 
dormant—is news especially to Am- 
ericans right now. For Vitamin A is 
now a must in American nutrition. 
And Vitamin E is the vitamin that 
most directly governs reproductive 
function in animals (as it does to a 
probably important degree in hu- 
mans). VeGcou-fortified products 
can thus be expected to contribute, 
perhaps the 
national effort for greater meat 


immeasurably, to 


production. 

Vitamin E is winning recognition 
for other virtues, too. Recent research 
has suggested its probable utility in 
helping the human body store up 
needed reserves of Vitamin A, Ad- 
ministration of Vitamin E for certain 
muscular disorders has shown bene- 
ficial results. Further research will 
doubtless amplify these benefits. 

So if addition of Vitamin E looks 
logical for a product of yours... to 
add new force to advertising copy, 
help win distribution, sales and brand 
preference in °42.... to contribute a 
share toward increased war produc- 
tion of food supplies... or simply as 
a sound nutritional product-improve- 
. by all means get in touch 


with D.P.1. A briefdescribing VEGOL’s 


ment 


manufacture and properties awaits 
your request. Our Service Labora- 
tory has specialized in helping food 
and drug processors develop applica- 
tions of our vitamin concentrates; 
perhaps this wide experience can be 


valuable to you? 


Researcu Propucts Div 


Minneapolis, Minnesota 


VITAMIN A AND D CONCENTRATES TOO 
1).P.1. produces the one-and-only Distilled Vitamin A Esters **—the 
unique natural Vitamin A concentrate that is blander, stabler by 
far than any other Vitamin A concentrate we know of. Distilled 
Vitamin A Esters can be furnished, as available, either separately 
or in combination with our activated Vitamin D concentrate, 
blended to your specifications in any desired ratio and almost 
any range of potency. Write for descriptive literature on either 


produc {, or both. 


Sales Agent: 


, GENERAL Mitts, INc. 


tilled Vitamin A Esters 


Distillation Products, Ine 
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War Presents 
Six Major Tasks 
for Advertising 


Can Function Now More 
Effectively Than Ever, 
Says Publisher 


Cleveland, Jan. 23. — Declaring 
that the primary question each ad- 
vertising manager must ask himself 
now is, 
ally, and my advertising in particu- 
lar, contribute to winning the 
war?”, G. D. Crain, Jr., publisher 


of ADVERTISING AGE, today told the} 


Cleveland Advertising Club that 
“advertising can function in the na- 
tional interest more effectively now 
than at any other time.” 

In broad outline, he said, six 
major tasks face advertising now: 

1. First and foremost, advertis- 
ing must be used to speed govern- 
mental accomplishment in the drive 
for victory. 

2. Second, 


and equally impor- 


tant, is the job which advertising is| |} 


playing and will continue to play in 
the great task of war production. 
3. Advertising must ease, as far 
as possible, the shock of war on the 
civilian population and on our na- 
tional economy. 
4. Advertising must keep 


dition, find new channels of activity 
for those businesses whose normal 
channels 
shortages of materials, and find new 
markets for products which can still 
be made.” 


5. Advertising must explai n 
business to the public, so that when | 


the emergency is over American 
free enterprise and individual in- 
itiative will have an opportunity “to 


produce and maintain the high level | 
of prosperity and the wide distribu- | 


tion of income which are America’s 
social and economic goal.” 

6. Advertising must help busi- 
ness in planning for post-war condi- | 
tions, explore new markets and 


keep business in contact with mar- | 
it hopes to return | 


kets to which 
after the emergency. 


Innumerable Approaches Possible 


In speeding governmental accom- | 


plishment, advertising, either by the 


government or by private industry | 


or both, can help sell bonds and 


stamps, aid enlistments in the Navy | 
help prepara- | 


and special services, 
tions for civilian defense, aid in pro- 
moting conservation and salvage of 
essential materials, maintenance of 
public health, and assist in a myriad 
of other ways, Mr. Crain said. 

“It makes very little difference 
who does this advertising or who 
pays for it,” he said. “The govern- 
ment has first call on all of our re- 
sources, incomes and personal ener- 
gies. It seems to me, however, that 
the government, as times goes on, 
will depend less and less on volun- 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
C BS AFFILIATE 


Nat. Rep.— THE KATZ AGENCY, INC. 


“How can advertising gener- | 


“our | 
individual enterprises in sound con- | 


— 


| tary contributions of space and time 
| by advertisers and media, and more 
|}and more on planned, coordinated, 
integrated use of advertising, to in- 
sure acceleration of the effort and 
speedy accomplishment of the na- 
tional objectives. The British gov- 
ernment has become the largest ad- 
vertiser in that country, and it is 
reasonable to believe that as the 
whole war program is speeded up, 
the government of the United States 
will use advertising whenever and 
wherever its services are needed to 
meet specific requirements of any 
phase of the national effort.” 
Turning to war production, Mr. 
Crain declared that “advertising has 
already played a leading part in 
making possible the vast changes 


necessary to convert our industry 
to war production. . . Industrial ad- 
vertising, directed specifically to 
those primarily concerned with the 
great job of making America strong, 
has increased in volume during the 
past year for several reasons, but 
the principal one has been the 
necessary dissemination of new in- 
formation and technical facts re- 
garding how to use present and 


available equipment and materials | 


to the best advantage in turning out 
the vital armaments of war. 

“That kind of advertising will con- 
tinue to be published in large vol- 
ume, because it is a primary and 
necessary kind of information dis- 
tribution which can be accomplished 
in no other way.” 


“Advertising which has as its ob-| 
jective building the morale of the 
country’s industrial forces to the| 
same peak of high performance as 
that of our soldiers, sailors, marines 
and airmen has been appearing in 
large volume, and will continue to | 
be used for this important purpose,” 
Mr. Crain said. 


Must Cushion Shocks | 


“The third great assignment of | 
advertising in war time is easing, as | 
far as possible, the shock of war on 
the civilian population and on our | 
national economy,” 
“There are widespread shortages of 
materials and of many products 


call on these materials, and on the 
productive capacity and man power 
required to turn out the munitions 
of war. But our splendid facilities 
for the production of food, for foog 
processing, for the production of 
textile fibers and for the manufac- 
ture of textiles and textile produc 
of all kinds, for the production of 


| forest products, and for the manuw- 


facture of lumber and wood pro 
ucts of all kinds, make a pictur 
which contrasts greatly with th 
|of some of the other nations en- 
gaged in the world war, where ser - 


he continued.| ous deprivations are the necessa) 


lot of the civilian populations. 
“Our people are going to have 


which the public is accustomed to} plenty to eat, plenty to wear, an‘ 


buy. War 


requirements have first| ample 


facilities for comfortab!. 
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housing. But they are going to have 
to change the direction of much of 
their spending. They are going to 
have to adapt themselves to changes 
in materials, in design, in packag- 
jing and in other details of the prod- 
ucts and services which they re- 
ceive. But it is a part of the task 
of industry not only to keep them 
supplied, but also at the same time 
to keep them informed, through ad- 
vertising, of the character and ne- 
cessity of the changes which have 
come about in their lives, and which 
will continue to be constantly more 
in evidence as the war progresses. 
‘With tremendous buying power 
released by the enormous. vol- 
ume of war production, the abil- 
it. of non-military production to 


absorb the incomes of the workers 
is the key to a strong economy. 
Much of this increased income will 
be siphoned off in taxes and in war 
savings; but much of it will be left 
for the purchase of the products 
which are still, fortunately, avail- 
able in quantity for civilian use. 
“Does this enormous increase in 
consumer buying power threaten us 
with inflation? A leading banker 
told the recent convention of the 
National Retail Dry Goods Associa- 
tion to beware of a spending spree 
on the part of the public. But in- 
creased demand for goods and serv- 
ices is not inflationary, provided we | 
can supply the demand. As long as| 
we can maintain supplies of these | 
goods and services, we will not have | 


inflation. Thus advertising can per- 


form a valuable function in divert- | 
ing demand from scarce articles to) 


those which are still available in 
normal or increased quantity. This 
applies with special force to services 
which make no demands on the 


| production facilities of the country. 


With all of the brakes on inflation 
available through control 
terials, production and prices, and 
through taxation, I do not believe 
that advertisers should hold back 
because of the remote possibility of 
fanning consumer demand into an 
inflationary flame. 

“Hence advertising will play its 
most important role, from’ the 
standpoint of the public, in making 
known the facts regarding the goods 


oof... [here’s more of it 


in the Heart! 


Of course there’s more purchasing power in the Heart! Of course 


you can sell more with less effort— with less sales expense in 


these 13 Upper M ississippt Valley states that are now more than 


ever the “food basket of the world.” Here, year in and year 


out, are made and spent more than half of the entire na- 


tional farm income, which this year will be 13 billion dollars. 


To sell these prosperous farm families— 
effectively, economically —you must reach 
them thru the farm magazine upon which 
they depend—Successful Farming. For this 
farm magazine is edited for them, in their 
own language, about their own problems. 
Successful Farming is the magazine which 
they ase as their guide—is their authority 


in making the most of the many advan- 


tages with which Mother Nature has 


magazine. 


Moines, lowa. 


favored them. It is their preferred farm 


Ask any Successful Farming salesman to 
prove these points. Have him show you 
how this preferred farm magazine—Success- 
ful Farming—will give your advertising 
schedule a better balance and your sales 
campaign a greater opportunity for suc- 


cess! Meredith Publishing Company, Des 


of ma-| 


and services that are available; what 


character and_ content; 
recognize branded products whose 
packages, for obvious reasons, have 
been greatly altered in character 


and appearance; and in stimulating | 


demand for goods and _ services 
which can be supplied in maximum 
volume as a release for buying 
power which formerly went into 
other directions.” 


Must Keep Business Sound 


“No matter how remote from di- 


| rect contact with the battle front we | 


may be, and no matter how little 
our particular business can con- 
tribute directly to war production, 
all of us have the job of keeping 
our individual enterprises in sound 
condition,” Mr. Crain contended. 
|“The government doesn’t want and 
can’t use failure anywhere at this 
stage. It wants business to continue 
to supply military and _ civilian 
needs, to continue to have the funds 
| for the purchase of its securities and 
for the payment of greatly increased 
taxes, and likewise for contribu- 
tions to the Red Cross, the USO and 
the numerous civilian charities and 
relief agencies whose services are 


so important in an emergency 
period of this character. 
“If advertising can find new 


channels of activity for those busi- 
nesses whose old channels have been 
blocked by shortages of materials, 
and if it can find markets for new 
products which can still be made, 
or for the expansion of markets of 
those companies which are fortun- 
ately situated with respect to their 
materials and supplies, then it will 
be rendering a _ patriotic service 
which will be worth while both 
; now and in the future. 


Explain Business Operation 


Explaining business to the public 
is a necessary job all the time, Mr. 
Crain declared, “but in conditions 
like these, when scapegoats are 
sometimes needed, business occa- 
sionally becomes a whipping boy 
who must be punished for the faults 
of others. We are having tremendous 
| changes in our national life, im- 
posed by war emergency; but we 
do not want those changes to be- 
come permanent. The best way to 
| insure the return of normal condi- 
| tions, in which free enterprise and 
| individual initiative have their op- 
| portunity to produce and maintain 
the high level of prosperity and the 
wide distribution of income which 
|are America’s social and economic 
| goal, is to do the best possible job 
|} in this emergency, and let the pub- 
| lie know just how well it is being 
done. That is a task which is al- 
ready being done exceptionally 
well, on a wide front, but the front 
| can be broadened and deepened.” 
| Quoting the remarks of Leon 
| Henderson, Administrator of OPA, 
at the joint meeting of the ANA and 
the Four A’s at Hot Springs last No- 
vember, 


| 


| to the 
tion and 
the maintenance of advertising 
functions, Mr. Crain pointed out 
that there has been no indication 
that the administration has changed 
its position as Mr. Henderson out- 
lined it since the outbreak of war. 


attitude of the administra- 


Planning for the Future 


“Mr. concluded his 


remarks with a paragraph which I 


Henderson 


sixth of the assignments which ad- |} 


vertising has in war time,” he said. 
“It relates to planning for post-war 
conditions: 

“*T can visualize an even greater 
use of the (advertising) technique,’ 
said Mr. Henderson, ‘when peace 
comes and a vast surplus of men, 
_materials and productive capacity 
|ealls for the vision and leadership 
to translate these resources from 
production for war to production 
for peace. When that time comes, 
it is my judgment that if we are in- 
telligent and resourceful, new and 
vast horizons will open for us all. 
Our job now is to hasten that day.’ ” 
Bain to “Air News” 


Air News, New York, has ap- 


| pointed Jack Bain, New York pub- 
lisher’s representative, as advertis- 
ing manager. 


has happened to them as to their | 
how to| 


in which he gave advertis- | 
ers and advertising reassurance as | 


his own office regarding | 


should like to use to summarize the | 
| 


rineco oem 


| THE TEXAS COMPANY 45 y= | 
| the Nation in all 48 States j | 


\ 


Continuing its series of institutional ads, 
Texas Co. ran this copy last week in all 
newspapers in cities of 100,000 popula- 
tion or over. Although no definite 
schedule has been set down, the inser- 
tions have been appearing about once 
every two weeks. Newell-Emmett Co. is 
the agency. 


Charts Course of 
Business Paper 
Copy in War 1 


New York, Jan. 21.—An optimis- 
| tic pattern for the future of business 
| paper advertising was offered today 
| by Brad-Vern Company in a com- 
| pilation showing volume carried by 
| 319 leading trade and_ industrial 

publications immediately preceding 
our entry into World War I and 
throughout 1917 and 1918. 

The figures were as follows: 


Increase Increase 
over over 
Pages 1916 1917 
1916 140,265 ; 
toy a 165,806 84% 
1918 .... 186,655 72% 63 


The 492,726 pages for the three- 
| year period indicated represent 206,- 
| 944,920 lines of advertising. 


Rees Named to OPM 


Bird Rees, formerly Northeastern 
advertising manager of Nation’s 
Business, with headquarters in New 
York, has been appointed to the 
division of contract distribution, 
Office of Production Management, 
as field liaison executive. His head- 
quarters, for the time being, are in 
the Chanin bldg., New York. 


WMC to Increase Power 


Station WMC, Memphis, NBC 
Red outlet, will increase night power 
from 1,000 to 5,000 watts about 
March 15. 


SUCCESS 


Bond Clothing Co. is 


now well in its third year 


as sponsor of our daily 
7:45 a. m. United Press 
newscast. Their retail unit 
in St. Louis is the largest 
and most successful in its 
classification in the city: 
KWK news has proved an 
medium 
toward that end. 


appropriate 


ST. LOUIS 
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The New Yor 


announces 


k Times 


With the issue of February 15th, The New York Times Rotogravure Picture 
Section will be combined with The New York Times Magazine. The Magazine 
becomes a new publication — larger, more interesting, more important — 
retaining the format of the present Magazine and all the best editorial and 


pictorial features of both sections— and adding many new features. 


This new Magazine is the culmination of several years of thinking and planning. It will be 
a magazine of interest to everyone in the family. 

It will be essentially a news magazine, providing the long-term background of the news— 
in text when text best tells the story, in pictures when pictures best tell the story. It will define news 
as not only what people are doing, but also what they are thinking. 

It will concern itself with the world of the present—and, at a time when there is so much 
questioning of the direction in which the world is moving, with the world of the future. 

And in this period of national crisis, it will present also inspirational articles, digging deep 
into the rich tradition of our people to give meaning and vitality to this inspiration. 

It will have lots of pictures. Not only pictures and drawings, charts and maps that will 
enliven and illuminate the articles they illustrate. But also planned picture spreads and picture 
sequences done with the same editorial and reportorial skill as the articles. 

It will have special departments of vital interest to women. The regular departments on 
food, home decoration and parents and children, already highly popular with the women who read 
The New York Times Magazine, will be enlarged. A new department on fashions and fashion pictures 
will be added. 

Thus, it will be a news magazine... plus a picture magazine... plus a home magazine— 
combining in one the impact of all three appeals. 


We think you'll like our new Magazine as a reader. We think you'll want it as an advertiser. 


It gives you a new and more powerful approach to the families that read The New York Times—over 
800,000 every Sunday. These families, you know, form one of the country’s most responsive markets, 


a market that prompts advertisers to make The New York Times the country’s biggest Sunday 


advertising medium. 
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OUT FEBRUARY 15th Ghe New Pork Time YY Magazine 


CARRIED BY THE NEW YORK TIMES, “AMERICA’S MOST DISTINGUISHED NEWSPAPER,” 


INTO THE HOMES OF OVER 800,000 FAMILIES EVERY SUNDAY 
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On Page One 

To the Editor: Attached is a copy 
of page one of the Orlando Morning 
Sentinel. 

It is sent along to show the treat- 
ment given the VU. S. Army Re-| 
cruiting Service advertisement. The | 
same ad, scheduled for the Orlando | 
Reporter - Star this afternoon, will | 
also be placed on page one. | 

Both Orlando newspapers have | 
gone “All out for Defense” — with | 
carrier boys selling stamps, em-| 
ployes buying bonds and full edi- | 
torial support of all war effort. 
L. J. Hacoop, 
Business Manager, Orlando | 
Daily Newspapers, Inc., Or- 
lando, Fla. 


a, es 


“Yours for Victory” 


To the Editor: “Yours for Vic- 
tory” has supplanted the conven- 
tional complimentary closing on all 
A. Stein & Co.’s correspondence and 
promotional mailings. 

It is being passed on to you with 
the thought that you might want to 
use it yourself as well as suggest it 
to your readers. 


J. M. Kraus, 
General Sales Manager, A. Stein 
& Co., Chicago. 


v , a 
A Name for Them 
To the Editor: In case nobody 


else has done so, I would like to 
observe that while the Japs may be 
SONS OF HEAVEN in their own 
country, we Americans have a 
slightly different name for them. 
LEON A. SEELIG, 
Shaffer Brennan Margulis Ad- 
vertising Company, St. Louis, 
Mo. 
v vy 
Sex to Stay! 
To the Editor: War has brought 
many pressing questions to adver- 


tising men, not the least being: 
Should the sex-appeal slant be 
stifled? 

Chorused quaking copywriters: 
“Would romance be rationed?” 
“Would heart - throbs be ham- 
strung?” “Would there be priori- 


ties on ‘pitching woo’ 
us old-timers)?” 
Came the dawn and the early 
morning edition of the New York 
Daily News with the answer rolling 
up like thunder on the theatrical 
page. It was revealed ecstatically 
in adjacent ads featuring embraces 
by Victor Mature and Gene Tierney, 


(‘petting’ to 


and by Douglas Fairbanks, Jr., and | 


Ruth Warrick! 

Murmured News readers raptur- 
ously, “Woo-woo!" Cheered re- 
lieved ad-writers, “Sex is here to 
stay!” 

SAMM S. BAKER, 

H. M. Kiesewetter Advertising 

Agency, New York. 


v v v 
Phoenix Not Slighted 

To the Editor: While this is not 
in the nature of a criticism, we did 
feel that we were somewhat neg- 
lected in the hosiery article appear- 
ing in your Jan. 5 issue. In fact 
while several columns relate to 
hosiery, the only mention regarding 
Phoenix is the fact that we are one 
of the manufacturers of hosiery 
whose silk supply will dwindle to 
nothing early in the new year. 

We know this was not intentional, 
but at the same time we did want 
you to know that we read the article, 
and that it was of interest. 

Incidentally, what is meant by 
the fact that “silk supply would 
dwindle to nothing early in the new 
year”? Did you have in mind some- 


where along Easter time, which we | 


feel will be the breaking off point 
of silk, or had you something earlier 
in mind? 

Joe LESAC, 

Assistant Advertising Manager, 

Phoenix Hosiery Company, Mil- 

waukee. 

[Editor's Note: The first para- 
graph of the story to which Mr. 
Lesac alludes said that “Some of the 
smaller companies have used up 
their silk and larger concerns will 
manage on a limited scale until 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


PREDOMINATES 


_ > Orlando Morning Sentinel Me 
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There's no mistaking this Army advertise- 
ment brought forward to the front page 
of the Orlando Morning Sentinel and 
Reporter-Star. The newspapers have 
gone all out for Defense and Victory. 


the middle of March by using sub- 
stitutes in heels, toes and welts.”’] 
, oe } 


Padco Will Take 


Its Own Medicine 


To the Editor: Did you ever get 
mad—real mad? Like we did when | 
| people told us “talk is cheap... 
but it’s our money you're ‘invest- 
| ing’.” We spent months, frankly, 
| months on end pumping people 
| with bromides on why they should 
,continue to advertise in times like 
these. We cited case histories until 
we knew them by heart — “what 
| happened during and following the 
|last war.” Most of them listened, 
"agreed with us that basically we 
| were right. But some just couldn’t 
believe we were ‘“unbiased’’— no 
/advertising agency could afford to 
| be today, they said. 

So we thought the attached “frank 
discussion of advertising in the 
present situation” might be in order. 
More to let off steam than anything 
else, we ran off 500 copies and 
mailed them out. In less than a 
month we've reprinted four times, 
and the requests are still coming in. 
We'll have to stop it somewhere no 
|}doubt. Perhaps the copy experts 
can figure out why this little folder 
is getting so much attention. We've 
|analyzed it as “sincerity”; but we 
| could be wrong. 
| It does tell a story, though, come 
| to think of it... a story a lot more 
| agencies should shout, especially 
people like N. W. Ayer, Young & 
|Rubicam, Ruthrauff & Ryan, and 
| others who use space in the adver- 
|tising business papers, regardless 


of their ups and downs. We’re going | 
to do that very thing, and in not | 


the too distant future. Quoting the 
attached: “We believe in taking our 
own medicine.” 
Tom J. CONNELLY, 
Padco, Inc., St. Louis, Mo. 


v v v 
Belshazzar’s Feast, 1942 

To the Editor: I have read with 
interest and some surprise the story 
appearing in the Jan. 12 issue of 
ADVERTISING AGE, particularly that 
part implying that the failure of the 
advertising program under con- 
sideration last fall “actually re- 
sulted in the dissolution of the Na- 
tional Margarine Institute itself.’ 

If this assumption were true, 
might it not also be assumed that 
the advertising fraternity was re- 
sponsible for wrecking a trade as- 
sociation which had the most urgent 
reason for continuing its existence? 

Undoubtedly the difference of 
opinion with respect to the adver- 
tising program was a contributing 
factor, but the causes resulting in 
the dissolution of the institute are 
more complex and deeper than that. 
To me, these causes are as trans- 
parent as the characters that ap- 
peared on the wall at Belshazzar’s 
impious feast and perhaps, that 
writing as well as the interpretation 
of it as reported in the 5th chapter 
of Daniel, is not wholly inappropri- 


| startling coincidence which 


the small 


to 
group that constitutes the oleomar- 
garine industry of the United States 
in A. D. 1942. 


ate for application 


C. H. JANSSEN, 
Chicago. 

[Editor’s Note: When taken in its 
context, the story to which Mr. 
Janssen refers traces the dissolu- 
tion of the National Margarine In- 
stitute back to the bitter disagree- 
ments in the organization, disagree- 
ments to which he points with a 
biblical reference. | 

v v v 


‘Plane Shadows 


To the Editor: Here is a rather 
shows 
how two advertisers simultaneously 
and independently hit upon a strik- 
ing illustrative effect. 

The Consolidated Water Power & 
Paper Company’s advertisement in 
ADVERTISING AGE’s issue of Jan. 19 
shows the Wright brothers’ original 


plane against the shadow of a 
modern bomber. 
The January issues of various 


aviation trade publications carry an 
advertisement of the airplane di- 
vision of the Curtiss - Wright Cor- 


a ay 


SIMULTANEOUS SHADOWS EMPHASIZE WAR 


__——— 


CONSOLIDATED 
PAPERS | 
AT UNCOATED PRICES { 


ore) ete umes Oe 


Coincidence marked the appearance of these two illustrations. 


The Consolidated 


Water Power & Paper Co. ad at the left appeared in Advertising Age Jan. 19. 

At the right, the cover of a Curtiss-Wright Corp. booklet, “Men and Wings” 

was reproduced in advertisements appearing in January issues of aviation business 
papers for the Curtiss-Wright Airplane division. 


poration in which appears a minia- | Keuka Lake, near Hammondspor', 


ture reproduction of a cover of the| N. Y., in the shadow of a moder 


Curtiss-Wright booklet entitled | Curtiss Transport. 


“Men and Wings.” This cover shows 
the original Curtiss plane, the Red 
Wing, on the frozen surface of 


W. M. BALpwIin, 
Baldwin & Strachan, Buffalo, 
ae 2 


| 
| 
| 
| 


| ‘ez 


] 


val 


(ih 


immediately surrounding the ABC City 
| of Pittsburgh is the most densely Concentrated Area of 


Cities and Towns of over 1,000 population in the Entire 
United States 


Cities & Towns 


PITTSBURGH 


Aba Alle Alls lia, lite dl 


BOSTON 


Aa Abe lla al 


ST, LOUIS 


cle olla, bla, 


CLEVELAND 


Abe la, alt 


DETROIT 


Albi, sldbi af 


Unlike other major centers, the Pittsburgh Market is almost solid 


city all the way—stretching its streets and stores—its factories and 
homes for fifty miles in each direction. And in these cities and 
towns exclusive of ABC Pittsburgh, the Post-Gazette has better 
than 50°% MORE coverage than any other Pittsburgh Daily Paper: 


The Post-Gazette is FIRST in Total Circulation 
—FIRST in Retail Trading Zone Circulation 
—and SECOND in City Circulation 


itisburgh Post-Gazette 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
ONE OF AMERICA'S GREAT MARKETS — ONE OF AMERICA’S GREAT NEWSPAPERS: 
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Admen in the Cummer Stipulstes | A-I Sauce Effort 


York, has entered into a stipulation | 
Armed Forces | with the Federal Trade Commulesion Stepped Up for 
-- }in connection with claims made for | " 
tit Conmeiioe tina A its Energine cleaning fluid. te for| First Half of 42 
shen, 0. &, 0. i. dormer Sew —_ ; ee ee ee New York, Jan. 21.—Continuing 
ee ; produ completely | the “something missing” theme in- 

York advertising counselor, is now | remove all spots under any condi- | ‘ 
stationed at Newport, R. I., in com-| tions, will clean the finest fabrics | Toduced last fall, G. F. Heublein & 
mond of U. S. Naval Section Base, | without harming them, and will not | Bro., Hartford, has scheduled a 
He has just completed a tour of| leave a ring irrespective of the | ; ' 
duty aboard a destroyer. fabric or lack of skill with which | half of this year that is considerably 

Norman F. Norris, publisher of Energine is applied. larger than in the same period of 
the Northern Wisconsin News, Wa- 1941. , ; 
beno, Wis., weekly, who was re-| Advances Freese Two types of insertions will ap- 
jeased last fall because he was over Milan Freese, formerly with the | P&*": 142-line ads seaturing recipes, 
the 28-year age limit for selective | sales promotion department of Ohio and 60-line copy dramatizing meal- 
service, has been recalled to Army | Seamless Tube Company, Shelby, me situations with a masculine 
sorviee. O., has been named advertising @Ppeal. On the list are Collier's, 

_ TT. Stevens. who has been | Manager of the company. | Good Housekeeping, Holland’s, New 
called into active military service as 


campaign for A-1 sauce for the first) The six full-time stations of Dal-| 


York Times Magazine, New 
Herald Tribune edition of This 
Week Magazine, The Saturday 
| Evening Post, Sunset, Woman’s Day 
'and Woman’s Home Companion. 
Lawrence C. Gumbinner Adver- 
tising Agency directs the account, 
with Milton Goodman in charge. 


York 


Form Defense Net 


las and Fort Worth, 
| organized a 


Texas, have 
defense network to 
|broadcast simultaneously in = an 
‘emergency. The new plan had its 
first practical test Jan. 19, when the 
Fort Worth-Dallas area had a trial 
blackout from 9 to 9:30 p.m. Sta- 
tions cooperating are WFAA, KRLD, 
WRR, Dallas; KFJZ, Forth Worth; 
and KGKO-WBAP, both cities. 


Names Representative 


The Daily Evening Item, Lynn, 
Mass., has named Small, Brewer & 
Kent as national advertising repre- 
sentative, effective Feb. 1. 


To Noyes & Sproul 


Takamine Laboratory, Clifton, 
N. J., maker of Incotin, has named 
Noyes & Sproul, New York, to direct 
its account. 


The patented Galv - Weld 
frame construction prevents 
rust and vibration. 


v ARTK 


SIGN CO, LIMA, OHIO 


a colonel in the Quartermasters 
Corps, has resigned from J. P. 
Stevens & Co., Hartford. John P. 
Stevens, Jr., was named to succeed | 
him. 

Boyd W. Bullock, advertising 
manager of General Electric Com- | 
pany’s appliance and merchandise 
department, goes on active duty 
Feb. 15 as a major in the infantry. 
Glenn Gundell, his assistant, will 
take over for him. 

Jack Miller, account executive, 
Consolidated Advertising Agency, 
New York, has resigned to enlist in 
the Army. 

Paul P. Mitnick, who has been 
publishing and editing a daily OPM 
manufacturers’ contract bulletin in 
Hartford, has been recalled to Army 
service, 

Edward Roeder, for the past four 
years Popular Science Monthly rep- 
resentative, has been called to ac- 
tive duty as a field artillery officer 
at Camp Bragg, N. C. 

Northam Warren, Jr., vice-presi- 
dent and sales manager, Northam 
Warren Corporation, has entered 
active service as first lieutenant in 
a field artillery unit. 

William J. Gilliland, assistant to | 
Vincent Drayne, vice-president of | | 
Ketchum, MacLeod & Grove, Pitts- | 
burgh, has enlisted as a flying cadet | | 
in the U. S. Army Air Corps. He | ; 
left Jan. 16 to begin his basic train- | 
ing. 


Coal Group Hit 


| 
Retail Coal Merchants Associa- 
tion, Richmond, Va., and _ four 
wholesalers in the same area, have 
been ordered by the Federal Trade 
Commission to cease and desist 
from carrying out any agreement or | . 
understanding for the purpose! } 
of restraining competition or mon-| ¥ 
opolizing the coal business in the 
Richmond area. Proceedings were 
dismissed against four other whole- 
salers mentioned in the complaint. 


Joins Donovan Committee 


W. H. Mullen, assistant advertis- 
ing director of Crowell-Collier Pub- 
lishing Company, New York, has 
been granted a leave of absence to 
take a war post as assistant chief of 
the pictures and publications divi- 
sion of the Coordinator of Informa- 
tion. His duties at Crowell-Collier 
will be taken over by William 
O’Brien, a member of the executive 
department. 


Where But 


WSYR 


SYRACUSE _ 


down, picking them up again and again, reading and re-reading them throughout their long usefulness. 


Throush the Louvre ea on Roller Skates! 


Mona Lisa could wear green lipstick for all you know if you skidded past her as fast as some folks read some magazines. 


But millions of men and women spend hours and hours with monthly magazines... picking them up, reading them, laying them 


You don't get a “once over” with monthlies... you get long time reading, with ample opportunity for your advertisement to 


sink in, and in, and in, and IN. 


CAN YOU GET 
COMPLETE 
PROGRAM BUILDING 
FACILITIES? 


presentation of Elmo Roper’s study ef the thoroughness with which magazines are read. 


That's economy in any year, doubly worthwhile in 1942 as many advertisers have told us, after seeing Cosmopolitan’s impartial 


(A 
Upped 459 EAGHIM AVE.,NEW YORK, N.Y. 
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Half of ‘Bazaar’ | 
March Revenue | 
Goes for Defense | 


New York, Jan. 21.—Half of the 
advertising revenue of the March 
15 issue of Harper’s Bazaar will be 
turned into defense bonds, it was 
learned today. An announcement 
to this effect will appear on each 
advertising page of the issue. 

The plan, which is an innovation 
in the publishing field, has received 
the approval of the U. S. Treasury 
Department. No corporation is per- 
mitted to buy more than $50,000 
worth of bonds in a single calendar 


| 


year, but it is expected that the 
Harper’s Bazaar allocation § will 
come close to this maximum. 


Chase Introduces 


Patented Poster Idea 

Stephen Chase IV, head of the 
Chasedge Posting Service, 844 N.| 
Rush street, Chicago, is introducing 
a new type poster, approximately | 
4-sheet in size, to which he applies | 
a patented border which accurately | 
frames the advertisement regardless 
of any changes in dimensions which 
might occur in the posting opera- 
tion. 

Mr. Chase, a veteran in the out-| 
door poster field, is offering the new 
poster idea as a point-of-sale ad- 
vertising service with posting sites 
leased in the vicinity of various 
dealer outlets. 


va 


— 


“If he'd take my advice and advertise | 
on WFDF Flint, Michigan, business | 
would be better.” 


Safeway President 
Blasts Away af 
AGMA Accusations 


Decries Inclination to 
Seek Legislation in Solv- 
ing Problems 


New York, Jan. 21.—Charges 
hurled at food chains at the recent 
convention of the Associated Gro- 
cery Manufacturers of America, | 
alleging unfair trade practices in | 
the promotion of private brands, | 
this week drew a sharp reply from 
L. A. Warren, president of Safeway | 
Stores, who denied that leading | 
chains have a monopolistic grip on | 
food distribution or that they en-| 
gage in widespread merchandising 
abuses. 

Taking up the cudgels for food 
chains in general and Safeway 
Stores in particular, Mr. Warren 
criticized the appeal of Charles Wes- | 
ley Dunn, AGMA counsel, for new 
legislation to control private brands. | 
Confessing that he is “a little gun- 
shy of legislation as a cure-all,” Mr. 
Warren said: “We have been the) 
victim of a lot of laws and proposed | 
laws which were proposed by busi- | 
ness groups for the ‘public interest.’ 
In too many cases these have proved 
to be purely competitive moves to 
hamstring free competition. 


Sees Other Remedies 


“The fact is that most unfair 
practices are either self-defeating or 
can be stopped by existing laws, 
Certainly there is no foundation, 
from the mere enumerating of such 
practices and the introduction of 


| unfavorable complications, for legis- 


lation which might well have the 
effect of eliminating competition.” | 
Mr. Warren admitted that eight 


‘unfair practices enumerated by Mr. 


TO CREATE GOOD CITIZENS 
IN OUR DEMOCRACY — 


TO GUIDE YOUNG 


PEOPLE TOWARD 


HAPPY, USEFUL LIVES => 


Reach Youth T 


hrough Schools 


Scholastic Magazines offer the greatest coverage in 
the youth and high school market at the lowest cost. 
Read and studied by 1,800,000 students in 42,500 


classrooms in 14,700 high schools 


and at home. 


Scholastic Publications, 220 E. 42nd St., New York 


SCHOLASTIC COACH Is Our Magazine for High School Athletic Directors and Coaches 


American 


a 


Dunn 
brand merchandising “are _ bad.” 
These included substitution of pri- 
vate brand for manufacturer’s 
brand; defamation of the higher 


price of a standard brand by a price 


in connection with private 


comparison which disregards prod- | 


uct difference; representation that a 
private brand is equal to or better 
than a manufacturer’s brand when 
it is not; advertising of a manufac- 
turer’s brand without having suffi- 
cient stock; advertising of a manu- 


| facturer’s brand at a false, fictitious 


or competitively ruinous price; use 
of a private brand as a fighting 
brand to crush a manufacturer’s 
brand; preferential store position or 
display to a private brand and prej- 
udicial treatment of manufacturer’s 
brand; and use of a distributor’s 
position to exact an excessively low 


charge for the manufacture of his | 


private brand to 
manufacturer’s brand competition. 


Tells Safeway Story 


The chain store executive de- | 
“many | 


clared, however, that not 
firms today indulge in these prac- 
tices,” and he took issue with the 
implication that “such practices are 
the rule rather than the exception.” 

Mr. Warren cited the Safeway 
merchandising policies enunciated 
last fall when the chain moved into 
the New York market (ADVERTISING 
AcE, Oct. 20, 1941). This statement 
frowned on loss leaders, advertising 
allowances, brand substitution and 
price wars. 

The term “private 
misnomer, he asserted. “The class 
of brand business which through 
habit we still call ‘private’ is, as a 
matter of fact, on a par with the so- 


brand” is a 


beat down the}! 


1941-1940 LINAGE 


Journal.. 


Home ' 
& Gardens 


Homes 


*Canadian 
*Canadian 
*Chatelaine 
*Liberty 
*2?Maclean's 
*Mayfair .. 
*National Home Monthly 

Total Group 
‘Canadian Countryman TTrris ere P 
*Country, Guide & Nor’-West Farmer 
*Family Herald 

Eastern Edition 

Western Edition 
Farm and Ranch Review : 
“Farmer's Advocate & Home 
Farmer's Magazine see 
*Free Press Prairie Farmer 
*Western Producer 


Magazine 


Total Group 

*Figures furnished by publisher. 
'Hi-Weekly 

*Semi-Monthly. 


JANUARY LINAGE FOR CANADIAN 


Display, including poultry and livestock in Canadian Farm 


FOR CANADIAN MAGAZINES 


1941 r——— 19 40- 
Pages Lines Pages L 
418.1 292,678 422.6 29 
339.4 228,055 i88.9 ue 
386.7 270,675 89.6 272 
366.1 157,037 23.7 13 
582.8 407,969 77.0 40 
566.4 £0,636 79 ‘8 
270.0 189,262 293.0 2 

2,929.5 1,926,312 2,974.1 1,967 

Papers 

272.8 190,929 307.6 21 
243.0 174,966 263.5 189 
391.6 391,633 408.3 408 
342.4 $342,430 323.5 32 
136.1 97,962 126.6 91 
319.7 223,814 330.3 231 
292.1 204,456 309.8 21¢ 
405.5 446,056 404.5 444 
217.9 259,679 215.1 z3¢ 
621.1 2,311,955 2,689.2 2 


MAGAZINES 


—1942—— —_—— 19 41- 
Pages Lines Pages Line 

*Canadian Home Journal.. 12.8 8,932 10.7 7.4 
bCanadian Homes & Gardens it eau re 
*Chatelaine ..... 13.5 9,421 7.5 5 
t* Liberty 26.1 11,213 19.7 84 
*2=Maclean’s 20.6 14,394 22.5 15,7 
*Mayfair .... 10.0 20,149 28.8 19 
*National Home Monthly 9.0 6,587 8.0 5. ¢ 

Total Gee . isc2kees Ter 112.0 70,696 97.2 61 

Display, including poultry and livestock in Canadian Farm Papers 

Canadian Countryman ; Snetesaenvetes 12.5 8,731 14. 10 
*Country Guide & Nor'-West Farmer. 14.4 10,38 12.4 s 
*taFamily Herald: 

Eastern Edition 13.6 21,682 19.7 19,7 

Western Edition , , 20.5 20,537 17.1 17,1 
Farm and Ranch Review ‘ 9.9 7,127 8.6 6,1 
“Farmer's Advocate & Home Magazine 24.0 16,805 18.7 13,1 
*Farmer’s Magazine 7 16.6 11,654 13.9 9,7 
*aFree Press Prairie Farmer 28 31,175 26.9 9,¢ 
*Western Producer 13.7 15,124 12.6 13,8 

Total Group 1 5 143,218 144. 128 


*Figures furnished by 
1Bi-Weekly 
*Semi-Monthly 

‘Two issues both years. 
tDecember linage 
aFive 1941 
bJanuary issue 


Publisher 


Issues 


Four 1940 
combined with February 


issues 


| existence of collusion or conspirary Blue Net Names 


called ‘standard’ brands in respect | 


to privacy vs. publicity. ‘Private’ 
or ‘dealers’’ brands are important 
advertisers; in the territories where 


on the part of the chain stores.” 

Mr. Dunn’s charge that private 
brand merchandising practices tend 
to exclude product competition in re- 


Chicago Executives 


_ In addition to E. R. Borroff, vice- 
| president in charge of the central! 


tail outlets drew from Mr. Warren |4ivision of the newly-formed Blue 


they are distributed many of them | the retort that “assuming the prac- 


fully hold their own when it comes 

to expenditures for brand promo- 

tion.” 
Turning to references 


by 


tice is wrong, it is by no means con- 
fined to private brand business. A 
day spent in any grocery store will 


| Network Company, M. R. Schoen- 
|feld, sales manager, and James 
| Stirton, program manager, whose 

appointments were announced last 
| week when the network held a con- 


Mr. | effectively demonstrate the extent to| ference in Chicago, the following 


Dunn to monopolistic threats, Mr.| which the ‘standard brand’ pro-| central division appointments have 


Warren denied that such a condition 
exists in the food field. The total 
volume of business done by the five 
largest corporate food chains, he 
said, represents only 22.6 per cent 
of the country’s total retail grocery 
volume. “Not by the widest stretch 
of the imagination could this per- 
centage be considered as a monopo- 
listic percentage. But over and 
beyond that fact, these five chains, 
like all chains (both corporate and 
‘ndependent or contract chains) are 
aggressively competitive among 
themselves. Not at any time has 
any impartial person suggested the 


(Figures snow net neomes as 
Compan 
General Foods Corporati 
Hecker Products Corp 
Standard Brands 
Continental Baking Co 


Procter & Gamble Co 

Great Atlantic & Pacific Tea Company 
Safeway Stores, Ine 
Kroger Grocery & 
First 


Baking Co 
National Stores 
Stores Company 


moter undertakes to exclude and 
minimize competition with 
product through preferential dis- 
play, deals, premiums and a hun- 
dred other tricks cooked up by his 
sales department.” 

In the final analysis, Mr. Warren 
concluded, “standard brand manu- 
facturers thus far have shown a 
pronounced ability to take care of 
themselves in the presence of free 


competition.” He cited the following | 


statistics to illustrate the profit pic- 
ture of five leading grocery manu- 


facturers as compared with the 
same number of food chains: 
Percentages of total net sales 
1940 rae 198 1937 1946 4 
oF 10.3 1o.o4 Hs 11.7: 10.9 
i SS t.41 49 4.764 #68 
0 6.76 S05 sO 12.81 12.49 
‘1 ' 6.67 | 600 79 
13.9 12.04 s 1 ‘ 44 10.21 
1.88 Ls Los 1.88 100 1.98 
1.20 1.63 1.14 S1 120 1.1¢ 
1.78 7 1.62 1.19 1.44 1.79 
oo 2.23 17 02 64 09 
'‘ Loo 0 1 Lan 2.34 


Gas Promotion 


Ideas Offered 
to Utilities 


Toledo, O., Jan. 21.—Suggested 
advertising themes for utilities to 
use in the promotion of gas heating 
have been incorporated in a port- 
folio by the Surface Combustion 
Corporation under the general title 
of “Gas comes to the aid of Amer- 
ican defense.” The two main ob- 
jectives of the advertising are “to 
familiarize utility customers with 
the part gas is serving in national 
defense production” and “to show 
customers how to save with gas to 


help buy defense bonds and pay 
higher taxes.” 
Copy suggestions for six news- 


paper advertisements offer the spe- 
cial appeals of “Conservation,” “In 
Defense Workers’ Homes,” “In De- 
fense Industry,” “Gas, the All-Am- 
erican,” “In Army, Navy and Air- 
craft Cantonments” and “Freedom.” 

Three direct mail booklets also 
are included in the portfolio with 
the suggestion that they be sent to 
prospects who are undecided in the 
choice of heating equipment and 
fuel and to customers for pointing 


out ways of obtaining greater effi- 
ciency from their heating systems. 

The current issue of “The Janitrol 
Journal,” distributed by the Surface 
Combustion Corporation to 6,000 
persons in the gas industry, also is 
devoted to the part gas is playing 
in defense. 


WMAQ to Plug 


Drug Store Buying 


Beginning Feb. 1, WMAQ, Chi- 
cago, will air two daily spot an- 
nouncements, one during the day 
and one in the evening, calling 
attention to a variety of items 
offered by drug stores besides medi- 
cine and drugs. Each announcement 
will be repeated twice daily for two 
weeks, when, in line with the Na- 
tional Association of Retail Drug- 
gists’ sales calendar, the items to 
be promoted for the next fortnight 
are changed. 

The program, which has already 
received the blessing of the Illinois 
Pharmaceutical Association at its 
meeting here last week, starts with 
emphasis on Valentine’s Day gifts. 
The drug store-radio station pro- 
motion idea originated with John 
E. Rudolph, director of drug rela- 
tions of WLW, Cincinnati, where 
the idea has been used for several 
months. 


his | 


| been made: 

William E. Drips, director of 
public service; Maurice Wetzel, pro- 
duction manager; L. J. Edgley, con- 
tinuity editor; Gene Rouse, super- 
visor of announcers; G. A. Vernon, 
manager of research department; 
and Anthony J. Koelker, manager 
of publicity department. 


Changes Magazine Name 


Automotive Industries, semi- 
monthly industrial magazine pub- 
lished by the Chilton Company, 
Philadelphia, will change its name 
to Automotive and Aviation Indus- 
tries with the Feb. 1 issue, the com- 
pany has announced. The magazine 
has been publishing an aviation sec- 
tion in alternate issues since Dec. 
15, 1940. 
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The Philosophy of a 
Business Newspaper 


Business news has always been 
important. Executives in every field 
are constantly asking, ‘‘What’s 
new?’’ and constantly seeking the 
answers which will affect their 
products, their machines and their 
methods. 


But in time of war, business news 
becomes even more indispensable-- 
even more necessary to the proper 
guidance of enterprise. What has 
happened last week affects planning 
and action this week. What is likely 
to happen next week grows out of 
news situations now in the making. 


ADVERTISING AGE, the National 
Newspaper of Advertising, has 
always had an important and exclu- 
sive editorial assignment—reporting 
the significant news of advertising 
and marketing in all lines, all 
over the country. But this assign- 


ment has taken on double meaning 
and value because of the war condi- 
tions under which the whole nation 
is operating. 


That is why the far-flung editorial 
organization of ADVERTISING AGE, 
the largest ever formed to report 
news of interest to advertisers and 
merchandisers, is supplying a type of 
business news service which is help- 
ing executives in all lines to orient 
themselves to new and challenging 
conditions. That is why the exclusive 
service we maintain in Washington, 
to report and interpret the fast- 
moving panorama of events in the 
national capital, is “must” reading for 
advertising and marketing execu- 
tives everywhere. 


We regard our editorial job as the 
most important ever given to a busi- 
ness publication. We are prepared 
to handle it ever more completely, 
authoritatively and rapidly — with 
business paper perspective and news- 


paper speed. 
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Issues Legal Rate Card | Sugar Rationing 
é iernan ™ w York, = 
A moh eS leave court Cau ses Dropping 


directory and legal advertising rate 


Wilfred King, vice-president in 
charge of radio at J. M. Mathes, 
Canada Dry’s agency, described the 
"e : rj legal advertisin sugar problem as a handicap which 
= oe den Soomanens of Spur Program makes it “not only impracticable but 
and addresses and telephone num-| New York, Jan. 20.—Government | almost impossible for our client to 
bers of Greater New York courts. | pestriction on sugar deliveries to in- | function except in a very limited 
a spect “wee relpeul phone dustrial users was responsible today | fashion.” 
— ‘tives & on for the first advertising casualty in | Although the present OPM order 
pn of the legal profession. the beverage field, when Canada| restricts sugar deliveries to indus- 
: Dry Ginger Ale announced with- | trial users to the rate prevailing in 


| 


drawal of its Spur broadcast, “Mi- | cris: Nong A ce cae beg ye yr 
-hael and Kitty,” aired over 96 sta- | pending in ashington ¢ - 

Mace Gets Two oa = a Biue Network. Now| vised ruling is anticipated by Feb. 1. 
Edward J. Funk & Sons, Kent-| heard on Fridays from 9:30 to 9:55 | Industry spokesmen are hopeful 
land, Ind., hybrid seed corn, and p.m., EST, the program will be | that the new order on sugar with- 
Aavance Appliance Company, dropped after the Feb. 6 broadcast. drawals will be more liberal, based 
Festi, 1, have pieced mee Se In discussing the Spur situation,|on the year 1941 rather than 1940. 


penal nr gy ill ante which was foreshadowed two weeks | It is emphasized that while there is 


as yet no actual shortage, the gov- 
ernment wishes to institute an 
equitable rationing system now in 
anticipation of future requirements. 


Urges Fruit Advertising 


Using the growing market for 
western apples as an example, Prof. 
Frank N. Fagan, Pennsylvania State 
College, urged members of the New 
York State Horticultural Society to 
advertise because “every consumer 
likes good fruit.” 


Names Kremer & Howard 
Rotary Lift Company, Memphis, 
has appointed Kremer & Howard to 
handle its account. Business papers 
and direct mail will be used, featur- 
ing Rotary Oildraulic elevators, 
Levelators and automobile lifts. 


ADVERTISING VOLUME UP 


I HE NEWS AND TECHNICAL emg Or A Advertisers 
105 ay ”* 1942 
e 3 Hospital 


Aloe, A. S., Co. 
Armour and Co. 


Blickman, S., Inc. 
Braun, G. A., Inc. 
Carrom Industries 


Davis & Geck. 
Davis, R. B., Co. 
Deknatel, J. A., & 
Diack, A. W. 
Elkay Mfg. Co. 


Frink Corp., The. 


Hollister, Franklin 


WHY? 


Well, for one thing, HOSPITAL MANAGEMENT increased 
its net paid circulation from 3337 in October, 1940 to 
5010 by December, 1941. An increase of 51°%, in only 15 


months! 


AGAIN, WHY? 


Because of a genuine up-to-the-minute editorial service. 
Ask us to tell you about it by mail, phone, or personal call. 
If you want to sell hospitals, you will want to keep posted 
on HOSPITAL MANAGEMENT — the fastest growing 


hospital publication. 


Lilly, Eli, & Co. 


Mennen Co., The. 


Ohio Chemical & 


Ralston Purina Co 
Rosemary Inc. 
Ross, Will, Inc. 


Simmons Co. 


Spring-Air Co. 


New York Office 
330 W. 42nd St. * 
Phone Bryant 9-6432 


Chicago Office 


Phone Delaware 


VER JANUARY 
LAST YEAR’ 


Abbott Laboratories 


American Hospital Supply Corp. 
American Sterilizer Co. 


Baxter Laboratories. 
Becton, Dickinson & Co. 


Castle, Wilmot, Co. 

Chicago Dietetic Supply House, Inc. 
Citrus Concentrates, Inc. 

Cutter Laboratories. 


The only hospital publication that is a member of both the ABC and the ABP 


7 


29% 


in the January 
Issue of 
Management 


Inc. 


TO GO NATIONAL? 


|newspapers and was 
| Mayor Kelly as U. S. Coordinator of 
| Civilian Defense for the Chicago 


Sons. 


Everest & Jennings. 
Faultless Caster Corp. 
Finnell System, Inc. 


General Electric X-Ray Corp. 
Hanovia Chemical & Mfg. Co. 
Hoffmann-La Roche, Inc. 


C., Co. 


Huntington Laboratories, Inc. 
Jarvis & Jarvis, Inc. 

Johnson & Johnson. 

Lehn & Fink Products Corp. 


Linde Air Products Co., The. 


Milwaukee Lace Paper Co. 
New York Medical Exchange. 


Mfg. Co., The. 


Parke, Davis & Co. 
Physicians’ Record Co. 


Salvus Products Inc. 


Sexton, John, & Co. 


Sklar, J., Mfg. Co. 
Smith, Drum & Co. 


Squibb, E. R., & Sons. 
Union Carbide and Carbon Corp. 


U. S. Slicing Machine Co. 
York Ice Machinery Corp. 


HOSPITAL MANAGEMENT 


100 East Ohio St. 


1337 


WOMEN OF CHICAGO... 
WILL YOU HELP 
TO AVENGE PEARL HARBOR 
AND WIN THE WAR? 


SAVE ALL COOKING FATS AND 
GREASES USUALLY WASTED! 
YOUR COUNTRY NEEDS THEM 


Aeenpt Setense Sevinge tamer trem rou retathers 
Tele patriotic act wi help pay the cont of WIETORT, 


Renderers paid for this 1,000-line space 
in all Chicago newspapers, calling upon 
housewives to save cooking fats and 
greases and sell them to meat dealers 


Housewives 
Urged to Sell . 


Kitchen Grease 


Chicago, Jan. 21. — Soap com 
panies, civilian defense authoritie 
and Uncle Sam himself showed 
more than usual interest this week 
in a 1,000-line advertisement askin; 
Chicago housewives to save and se! 
waste fats and greases. 

A scheme to “grease the skids” fo: 
the Axis powers was outlined in the 
copy, which appeared in all Chicago 
signed by 


area and Thomas E. Wilson, chair- 
man of the board, Wilson & Co., a 
executive assistant coordinator 
Women were urged to save all 
kitchen fats and greases, take them 
to meat dealers, and receive from 4 
to 5 cents a pound in cash or de- 
fense stamps. Copy was prepared 
by United States Advertising Cor- 
poration and paid for by subscrip- 
tion among rendering companies in- 
terested in the plan. 

The grease is destined to find its 
way to soap companies which will 
use it in regular production, and to 
other manufacturers for “products 
vitally needed for defense produc- 
tion.” Glycerin, an important by- 
product used in manufacturing ex- 
plosives, will also be obtained in 
larger quantities. Blocking of the 
usual supply of vegetable oils from 
the Philippines and Dutch East In- 
dies amounts to a loss of over a 
billion pounds a year, threatening a 
shortage among U. S. and _ allied 
powers. Use of reclaimed fats and 
greases for the proposed civilian 
plan would make it unnecessary to 
divert edible fats and greases to 
mechanical and chemical uses. 

Although the campaign is being 
operated on a local basis, both Sec- 
retary of Agriculture Wickard and 
Secretary of War Stimson are said 
to be interested and the drive may 
be adopted nationally. 


Creative Age Press, | 


1 East 44th Street — 
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Kolynos, Anacin 
Programs Renewed; 
Stations Added 


| 
New York, Jan. 21.— American 
Home Products Company has re- 
newed two Blue Network programs, | 
“Easy Aces” for Anacin and “Mr. | 
Keen, Tracer of Lost Persons” for 
Kolynos toothpaste, for 52 weeks 
effective Jan. 27. Seven stations | 
have been added to the lineup for 
poth programs, making a total of 
60 outlets for the Anacin show and 
73 for the Kolynos show. The two 
programs are broadcast Tuesday, | 
Wednesday and Thursday, “Easy | 
Aces” from 7 to 7:15 p. m., EST, | 
and “Mr. Keen” from 7:15 to 7:30) 
p. m., EST. “Easy Aces” is also | 
heard on a repeat broadcast over 12 | 
Blue Network stations on the Pacific | 
Coast from 12 to 12:15 a. m., PST. | 
Blackett - Sample - Hummert is the 
agency. 
“David Harum” for Babbitt 


Effective Feb. 2, B. T. Babbitt will 
sponsor “David Harum” on 13 sta- | 
tions of CBS for Bab-O. The pro- 
gram will be heard Mondays | 
through Fridays from 3:00 to 3:15) 
p. m., EST, and is based on the book | 
of the same name. Maxon directs 
the account. 


Swift Renews 


Swift & Co. has renewed “Break- 
fast Club” for 52 weeks, effective 
Feb. 7, on the Blue Network, at the 
same time adding nine stations for 
a total of 97 outlets. The variety 
program is aired Thursday, Friday 
and Saturday from 9:30 to 9:45 a.m., 
EST, with a repeat broadcast at 
10:45 a. m., EST. J. Walter Thomp- 
son Company, Chicago, is the 
agency. 


Old Gold Shifts Time 


P. Lorillard Company will shift 
its “New Old Gold Show” on the 
Blue Network from the half-hour 
spot Monday at 7 p. m., EST, to Fri- 
day at 8 p. m., EST, beginning Jan. 
3. As a result the show will be 
aired twice in the course of one 
week, on Jan. 26 and Jan. 30. The) 
program is heard on 63 outlets, with 
a repeat broadcast at 11 p. m., EST. | 
There will be no change in the sta- 
tion lineup with the shift in time. | 
J. Walter Thompson Company is 
the agency. 


Lux Theater in Canada 


Lever Brothers Company has re- 
newed “Lux Radio Theater” on 30) 
stations of the Canadian Broad- | 
casting Corporation. This program is | 
heard Mondays over 69 CBS sta- 
tions from 9 to 10 p. m., EST, for 
Lux toilet soap. The account is di- 
rected by J. Walter Thompson Com- 
pany. 


P & G Adds Stations 


Procter and Gamble Company has 
added 25 Canadian Broadcasting 
Corporation stations to its “Life Can 
Be Beautiful” program, Mondays 


COLUMBIA’S 
STATION 
FOR THE 

SOUTHWEST 


KF 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


ee 


through Fridays from 4 to 4:15 
p. m., EST. The program is also 
aired on 54 CBS stations for Ivory 
soap. Compton Advertising is the 
agency. 


Starts New Department 


Taking cognizance of the desire of 
many women to do something in 
the war effort, the Chicago Tribune 
instituted a new department, “Wo- 
men in War Work,” on Jan. 7. 
column lists activities open to wo- 
men, and describes the work of 
various organizations cooperating in 
the victory drive. 


Names Hixson-O’Donnell 


American Thermometer Company, 
St. Louis, has appointed Hixson- 


O’Donnell Advertising, New York, | 


to direct its advertising. 


The | 


Ward Returns to 


Advertising Ranks 
With Morale Copy 


New York, Jan. 22.—With copy 
urging women to keep family vital- 
ity and morale high during the 
emergency period, Ward Baking 
Company this week launched a 
campaign in Eastern newspapers for 
its Tip-Top bread. Regular inser- 
tions will appear in 14 newspapers 
in 12 cities, with emphasis on Tip- 


Top’s rich vitamin and mineral 
content. 
“Calm nerves and good morale 


are prime needs of a country at 
war,” copy reads. “Tip-Top’s extra 
| Vitamin B: helps you to have them. 


27 
| There must be no lack of drive | National Daylight 
while our tasks are large.” oT: 
Supplemented by car cards in| Time Starts Feb. 9 . 
| subways, the campaign marks the | President Roosevelt has signed 


return of Ward Baking to the ranks | legislation to establish nationwide 

papers rele eee : ., | daylight saving time. The law pro- 
of active advertisers, and is the first vides that all clocks shall be ad- 
copy released since the account was | yanced one hour. effective at 2 a. m., 
taken over by J. Walter Thompson | Feb. 9, which is 20 days after the 
Company last September. |chief executive approved the meas- 


ure. 

. “ ” The broadcasting industry’s semi- 
Erickson to Charm annual “changeover” headache has 

J. Hayward Erickson, formerly on | thus been remedied for the duration 
the sales staff of Design for Living, | of the emergency, since the adoption 
New York, has joined the eastern|of “fast time” is nationwide and 
advertising staff of Charm, New| not confined to a few sections and 
York. for only a few months each year. 


Gets Pandora Account 

Pandora Cigar Company, Phila- 
delphia, has appointed the Borelli 
Company, Philadelphia, as adver- 
tising agency. 


‘Scholle Joins WOV 

Robert M. Scholle has joined the 
sales staff of Station WOV, New 
York. He was formerly sales man- 
ager of WQXR, New York. 


You can’t stop SMileage. 


SMileage goes deeper into human nature 
than bombs can blast. 


SMileage is fortitude, too. 
Take this London business man, for instance. 

The first thing he did after being bombed 

was write an ad. 


© ESQUIRE, 1942 


4 - . 


: 


— 


He may not sell—possibly he cannot sell— 


a single thing today, tomorrow, or even for months. 


But still he wrote an ad...and put it in his window! 
There’s SMileage in him, come hell, high water or Hitler. 


Let’s hope the bombers never sight America. 
But the lesson still holds. 


Advertising not only sells goods... it bolsters civilian morale. 
“With the fearful strain that is upon me night 
‘and day, if | did not laugh, | should die.’ 


NOW, WHEN THE NATION NEEDS IT MOST... 


ADVERTISERS GET MORE Amileag €. with faq UULE. 
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Earnings of 
Advertisers 


Decker (Alfred) & Cohn 

Net income for the year ending 
Oct. 31 was $165,324, compared with 
$4,971 for the previous year. 


Phillips-Jones Corp. 
Net earnings for the year ended 
Nov. 30 were $653,634. 


General Tire 

Net income for the year ending 
Nov. 30 was $1,218,569, as compared 
with $595,917 for the year preced- 
ing. 


Spencer Shoe 

Net earnings for the year ending 
Nov. 29 were $258,488, compared 
with a net loss of $128,725 for the 
year before. 


BUSINESS PAPERS 


Who Advertised and Where 
When They Advertised and How Much 
All in 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


| National 


“NEW APPEAL 
Plan fet _ REDUCING! 


Every day. eat less than usual 
Don't store veel! Jest cut toon 
oe 


Drink 1 envelope Kaos in weter 
or uneweetened fruit juice | hour 


Knox Gelatine figures prominently in the 
reducing plan outlined in this cartoon 
copy which marks the first regular news- 
paper campaign in several years by 
Knox. Insertions of 150 and 300 lines 
are being used, as well as the regular 
Knox magazine copy. Kenyon & Eckhardt 
is the agency. 


To Donahue & Coe 


Hurley G. Hust, formerly adver- 
tising and publicity director of the 
Association of Ice Indus- 
tries, Chicago, has joined Donahue 
& Coe, New York, as merchandising 
and promotion executive. 


College Admen to 


Plot Ad Course 
for Treasury 


San Francisco, Jan. 21.—Continu- 


ing the inter-chapter competition 
for the President’s Cup, Lou E. 
Townsend, national president of 


Alpha Delta Sigma, professional ad- 
vertising fraternity, has announced 
a competition this year, based on a 
complete national campaign to in- 
crease the sale of Defense bonds 
and stamps for the Treasury De- 
partment. 

Campaigns prepared by member 
chapters are to be submitted to 
Walter A. Burke, chairman of the 
committee of awards, at his office at 
McCann - Erickson, Inc., San Fran- 
cisco, no later than April 3, 1942, 
and the winning entries will be sub- 
mitted to the Treasury for its re- 
view and possible use. The winning 
chapter will receive custody of the 
President’s Cup for a year, and all 
members of the chapter will receive 
special honor keys. 

Judges of the competition, in ad- 
dition to Mr. Burke, will be W. C. 
Billig, G. D. Crain, Jr., ADVERTISING 
AGE, Ken R. Dyke, National Broad- 
casting Company, Don Gilman, Blue 
Network, and Lowell Thomas. 
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e Py 
READY-TO-SERVE 
OATMEAL FOR YOUR 
BABY! 


Thoroughly cook-d ond floked 


Finely ground ond strained 
Add mith and serve! 


| The Gerber's experts bring you for 
thie cotmes! in encirely new tor 
NO ° he bechen 


FOR VARIETY 


GERBER PRODUCTS CO 
poo ons 418 Gareewien ST_NY. 6) Prone WALKER 9.0156 


Gerber Products Co. has extended pro- 
motion of its new strained oatmeal for 
babies to the entire New York metro- 
politan area following an initial cam- 
paign in New Jersey newspapers. 
twice-a-week, 250-line insertions in 50 
papers will also mention Gerber's other 
cereals for 'baby-happy” meals. Federal 
Advertising Agency directs the Gerber 
Products account. 


| advertisers 
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» 


When 


ct. Oe eee i 


Oe ee 


your adver 


e 
Pes Aes Tt fad 


—get DIRECT ACTION 


with this line — > 


“Get ‘em while they're hot,” is an old American phrase that 


applies to the advertising of many consumer goods that are 


still available. 


Don't risk having your prospects “cool off.” Make it easy 
for them, while in the buying mood, to find your local outlets. 


You can do this if your trademark is in the Classified 
section of Telephone Directories with your outlets listed 


underneath. Then, in all your advertising, refer to this con- 


venient list. 


Trade Mark Service is valuable, too, for manufacturers 
affected by priorities. It sends people to authorized outlets 


for service. 


For details of this tested plan call your tele- 


phone business office. 


a 


ising stops them— 


YOUR BRANO NAME 
. for your 
p essakt OUR 
ay on service TRADE MARK 
ya-4618 | 
y IT 
tn bes “WHERE TO BL alas 
bet is Address SS. 
ol Your Local a —~ — Te Ne 
rm 20 Your Local a. a are arene te. 3 
ot OL Your oc Dealer His AGOreSS oss ~~ 4 
ity 1663 ae ° OCAL SEALER Mi re! ! 
rw address 


For authorized dealers, see 
the Classified section of 
your telephone directory. 


_ What prospects would see when 
they looked under your business 


classification for your trade mark. 


——VT; 
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Complete Agency 
| Billing for 1941 
on Mutual Given 


New York, Jan. 22. — Mutual] 
Broadcasting System, which ist 
week released gross dollar vol; me 
on its network for the ten lead ng 
and agencies du; ng 
1941, this week released the m- 
plete list of agency placements for 
the year. Columbia Broadcast ng 
System had released complete f9- 
ures on all advertisers and agen: vl 
last week, and these were publisleq 
in ADVERTISING AGE Jan. 19. ? a- 
tional Broadcasting Company, wh ch 
last week intimated that it mi ht 
also release similar figures, held ¢ ist 
to its refusal to publish dollar ¢o. 
ures for either clients or agencie: 7 
| However, gross dollar expen |i- 
| tures for every advertiser spending 
$100,000 or more on any combina- 
_tion of national networks, includ ig 
NBC, will be published in the Feb. 2 
issue of ADVERTISING AGE, based n 

figures compiled by Publishers’ |» 
| formation Bureau. 
The Mutual agency list, inelud- 
ing the top ten whose figures w: re 
published in the Jan. 19 issue, is as 
| follows: 


Ageney Amount 
l. Blackett Sample-Hum- 
mert, Ine. ioawe $1,443 4 
2. Ivey & Ellington, Ine... S54 m 
& KR. H. Alber Co, ee 65 ; 
1. Erwin, Wasey & Co., Ine 497 " 
J. Walter Thompson Co.. 1S4 0 
6. Federal Advertising 
Agency Toe 107 4 
7. William Esty & Co.. 3 X 
‘ PvArey Advertising Co 301 7 
4% Maxon, Ine ; 281 
10. Hixson-O' Donnell, Inc 203 
ll. Knox Reeves Advertising. 
Ine tone 158 l 
12. Kelly, Zahrnat. Kelly, 
Inc ° ° a 157 +L 
13. Young & Rubicam cag 127, \ 
14. Critchfield & Co......... 127 
1s. Ruthrauff & Ryan Pay 7TS,504 
| 16. Sherman K. Ellis & Co.. 73, 
} 17. Redtield-Johnstone, Ine Ho 
} 18. MaecFarland., Aveyard & 
| Co. : ie 64 
19. Weiss & (Ce ae ob,0%5 
} 20. MeCann-Erickson re 18,05 
}21. Bayless-Kerr Co feces 5 
| 22 Aircasters, Ine... fast a 3,184 
23. Birmingham, Castleman 
& Pierce : j 2 
| “4 Roche, Williams & Cun- 
nv¥ngham 32,7 


5. Arthur Meyerhoff “ Co 51.000 


26 Leo Burnett Co ‘ 29,5 
27. N. W. Ayer & Son. * 29 109 
2s. Campbell-Mithun ; 28,7359 
29. Lee Anderson Adv. Co 24 
| 30 Commercial Radio Serv- 
| ice Ady ; 24 
ol. Platt-Forbes, Ine oh 22 

32 Weston-Barnett, Ine.. 17 
33 batten, Barton, Durstine 
| & Osborn 14 
| 34. Kenyon & Eckhardt. 11 

K Buchanan & Co . rm 
t Cesana & Associates 5 N64 
$7. Lord & Thomas 1,842 
} 28. Van Sant, Dugdale & Co $718 
%. Tom Westwood Adv. 
Ageney ie aw 2 ee $048 
} 40. Shrine Kast-West Foot- 
ball Game Committee 

1 H Ww Kastor & Sons 
| Ady Co ose 

12. National Fellowship for 

Prayer & Evangelism 2, 06¢ 
3. Domahue & Coe........ 1,557 
14. Kdward J. Longe Ady 
Ageney 


15. Mithoff & White Adv 


“~) 


COLLINS | 
MILLER & 
HUTCHINGS 


Photo-engravers in Chicago 
| 207 North Michigan Avenue 


FRANKLIN 
\ 9854 
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Saving Displays 
Druggists have been overloaded 
with display materials—great litho- 


graphed cards, streamers, and 
counter displays—for years, and 
they have littered basements or 


have been sold for junk, says the 
National Association of Retail Drug- 
gists’ Journal for Jan. 15. But now 
these displays assume an entirely 
different aspect. 

“There is no question but that the 
production of such sales helps will 
be drastically reduced in the future; 
in fact, it may stop altogether,” the 
publication says. “Therefore, the 
druggist who looks forward to to- 
morrow and to next year, will work 
out a plan to store these display 
pieces carefully and to preserve them 
for future use and re-use... . The 
alluring feminine smile that sold 
tooth brushes or face creams last 
year, given a new setting, will do 
another good job next fall, if her 
sisters who normally would appear 
then fail to be born.” 

a th k 

Answering the question, “What 
Can I Do?”, in a svec‘al editorial 
now appearing in all McGraw-Hill 
publications, James H. McGraw, 
president of the publishing com- 
pany, points out that the one thing 
everyone can do to help win the 
war is “to deliver an honest day's 


work wherever we are called to 
serve. Honest work will win this 
war. Loafing will lose it. The 
showdown will be whether Hitler 


can drive his people to work harder 
than we are willing to work. There 
is no one to drive us. We must 
drive ourselves!” 


In discussing “Our Fight Against 
High Prices,”’ Leon Henderson, OPA 
chief, says in the January Factory 


Management & Maintenance: “In 
general, we are interested in the 
over-all profit picture of a firm 


rather than the profit margins of 
individual products. Our basic prin- 
ciple is that as long as the corpora- 
tion’s over-all profit picture is satis- 
factory, price advances should not 
be granted for particular items un- 
less their cost has been advanced to 
the point where individual product 
direct costs exceed the existing 
prices.” 


With nickel and chromium now 
on the strategic metals list, silver 
plating looms as a promising substi- 
tute for those metals in plating for 
several reasons, Adolph Bregman, 
consulting engineer, points out in 
discussing the technique in The Iron 
Age for Jan. 8. Silver plating has 
been in commercial use for over 100 
years, and in addition to its beauty 
has the virtues of chemical inert- 
ness, germicidal potency, reflectiv- 
ity, electrical conductivity, etc. Most 
plating equipment purchased to use 
With silver can be adapted later to 


SPOT BROADCASTING 


permits spot budgeting | 
to fit each market's volume! | 


U 


More money for 
the HOT SPOTS 


’ 
‘ 
‘ 
, - 
Nothing wasted on 
the DEAD SPOTS 
. , 
‘ 
‘ 
, 
Special attention for 
PROBLEM SPOTS 


NATIONAL STATION 
REPRESENTATIVES 


“] "00s cHTeOr 8 §7 1Ous 


iiteicenien 


Sam FOANCCO LOS emGrtS | 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


|other metals, and the anode metal 
racks or 


and silver deposited on 
wires and in the solution can be 
reclaimed and disposed of at a 
figure not too far below its original 
cost. 

at * 


Retail prices are still below re- 
placement levels, according to the 
Jan. 14 bulletin of Fairchild Pub- 
lications. The retail price index for 
December, 1941, reached 108.3 (Jan. 


ADVERTISING AGE 
3, 1931 
1930. 


100), the highest since 


Freight traffic will increase ap- 
proximately 10 per cent in 1942, 
predicts Railway Age. 


To what extent tire rationing and 
curtailment of automobile and truck 
production may reinstate the horse 
as a common carrier is a matter of 


conjecture, but, nevertheless, the 
availability of animal power is 
being studied carefully. Busi- 


ness Week for Jan. 10 quotes Wayne 
Dinsmore, longtime secretary of the 
Horse & Mule Association of Amer- 
ica, who earned Country Life’s 1941 
award of Horseman-of-the-Year for 
his consistent promotion of animals 


against the encroachments of gaso- 
line power, as seeing no likelihood 
of increased use of horses for urban 


hauling unless the government for- | 


bids motor trucks for short hauls. 
Most of the 400,000 horses and 
mules in non-agricultural use in 
1940 were in mines and lumber 
camps and on road contracts. City 
horses are hitched principally to 
milk and peddler wagons. The De- 
partment of Agriculture reported 
that as of Jan. 1, 1941, there were 
10,364,000 horses and colts’ on 
farms, and mules numbered 4,238,- 


000. Each figure represents a de- 
cline of two per cent from the pre- 
ceding year. The colt population 


in 1940 was 40.3 per cent below the 


number needed to maintain horse 


| 


population at its existing level; 
there was a 76.6 per cent deficiency 
of mule colts. 

Top draft animals are worth $600 
a pair today and a work team that 
is merely good brings $300. A use- 
ful farm horse can be purchased 
for $100. 


Adds Newald, Spelman 
Cora Geiger Newald, for 10 years 
account executive with BBDO in 
Buffalo and Cleveland, has joined 
the creative staff of Lang, Fisher & 


Kirk, Cleveland agency. Kent R. 
Spelman, formerly assistant pro- 
duction manager of Perfection 


Stove Company, Cleveland, has 
joined the agency as_ production 
manager. 


i > 
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From Washington, headquarters of the men who are forging American 
victory on the world’s sea lanes, in the skies, on near and distant outposts 
...from the offices of the men who are shaping the course of America’s 
political and economic future . .. come words of praise for NEWSWEEK. Here 
is what just a few of the leaders in American life have written us recently: 


“Your interest in giving emphasis to 
the news from Washington will be 
appreciated by all of your readers.” 


GEN. GEORGE C. MARSHALL, 
Chief of Staff 


"IT have been reading NEWSWEEK 


prove a thesis.” 


regularly and find it most interesting 


and informative.” 


REAR ADM. HENRY WILLIAMS, 
U.S.N. Ret., Office, Sec. of the Navy 


‘Today, more than ever before, our 


people are looking to Washington 
for leadership. It is necessary that 
Americans have a continuing interpre- 
tation of the steps their national lead- 
ers take. In promoting a better 


interested.” 


understanding of national policy, 
NEWSWEEK is making a worthwhile 


contribution to the war effort.” 


CLAUDE R. WICKARD, 
Secretary of Agriculture 


“I continue to believe that News- 
WEEK does the best job of any news 


magazine in keeping the average very 


busy man informed of current events.”’ 


LT. COM. W. R. SMEDBERG, III, 
Office of the Chief of Naval Operations 


“It has long been my opinion that 


subjects.” 


DONALD M 


Chairman, War Product: 


Mr. Lindley is one of the best in- 


formed writers in Washington and 
that anything he writes commands 


attention.” 


JESSE JONES, 


Secretary of Commerce 


THE 


MAGAZINE 


Oo F 


“When I entered my subscription for 
NEWSWEEK, during the past year, it 
was because I found NEWSWEEK was 
trying to do an impartial job of news 
reporting — and did not set out to 


REP. FRANCIS CASE, 


“You are doing a definitely ‘top’ job.” 


B. C. HEACOCK, 
Office of the Undersecretary of War 


“Il regard NEWSWEEK as one of the 
best magazines dealing with our for- 
eign affairs, in which I am especially 


REP. LUTHER A. JOHNSON, 
Texas 


“Your magazine, NEWSWEEK, comes 
regularly to my office and I find its 
accounts of events in the nation to 
be very interesting and timely.” 
SEN. STYLES BRIDGES, 
N.H., Military Affairs Committee 


"NEWSWEEK capably handles the job 
of keeping America informed on all 


"I believe that you are rendering the 
public an invaluable service in keep- 
ing America informed.” 

REP. ALBERT GORE, 


South Dakota 


IT purchase Newsweek regularly as 
I find it to be about the most factual 
of the various publications of its type.” 


REP. FOSTER STEARNS, 


New Hampshire 


“Tl always read it from cover to cover 
with interest and appreciation.” 


SEN. CHAS. O. ANDREWS, 


Fla., Naval Affairs Committee 


“I feel Mr. Lindley is one of the 


outstanding commentators on na- 


tional events at the present time.”’ 
REP. JERRY VOORHIS, 


California 


You are performing a real and need- 
ful public service in presenting mat- 


ters of vital interest in most readable 


NELSON 
n Board 


Tennessee 


NEW S 


and interesting form to the people of 
this nation.” 


REP. STEPHEN M, YOUNG, 


Ohio 


“The many timely and informative 
articles appearing in NEWSWEEK have 
resulted in my name now being on 
your subscription list.” 


REP. MARTIN F. SMITH, 


Washington 


“I feel that your magazine is doing a 
splendid job in keeping the American 
public informed.” 


REP. LE ROY D. DOWNS, 


Connecticut 
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WILBERFORCE 
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Bet fowl Or Wiberterce where can | get pajanm Uhr dowe 


ser ecee HL NCOEE CORPORATES 


CROWN TESTED RAYON FABRICS ~~ Se 


A new trade character, Wilberforce, 

makes its appearance in this magazine 

copy for Crown tested rayon fabrics 

produced by American Viscose Corp. 

A transparent plastic tag identifying the 

product also is featured. J. M. Mathes 
is the agency. 


Appoints Carter-Owens 

Carter - Owens Advertising 
Agency, Kansas City, Kans., has 
been appointed to handle the ad- 
vertising of the Marley Company, 
Kansas City, maker of water cool- 
ing towers. 


[-4erlo VEZ 
To cover this prosperous 
American Market, USE— 


Puerto Rico 


-ILUSTRADO 


Most up to date Latin 
American IIlustrated Weekly 


Write for rates and specimen copies: 
ALL AMERICAN NEWSPAPERS, Rep. inc. 
420 Lexington Avenue, New York 


Wilberforce Gets 
Key PostinNew | 


Viscose Campaign | 


New York, Jan. 20.—Reserving 
top-billing for the exploits of Wil- 
|berforce, its new cartoon trade 
character, American Viscose Corpo- 
ration has released a magazine drive 
for Crown tested rayon fabrics in 
February issues of Apparel Arts, 
Esquire, Men’s Apparel Reporter 
and Men’s Wear. Humorous copy 
| will deal with various predicaments 
|in which Wilberforce, who is always 
seen at the right places and known 
by the right people, finds himself. 

In addition to their lighter side, 
the advertisements will feature an 
illustration of the transparent plas- 
| tic tag which will identify Crown 
tested rayon men’s wear items, and 
a statement regarding new higher 
standards. 

_ A typical illustration in the series 
| depicts the intrepid Wilberforce on 
| bended knee, proposing to the object 
|of his affections, only to be inter- 
rupted by an eavesdropper who 
asks, “Psst! Hey, Wilberforce! 
|Where’d you get the slack suit?” 


| Copy then proceeds to tell Wilber- | 
force how he can tell the gentleman | 


to come out from behind those 
bushes, neatly tying in with the 
wearing qualities, color 
washability and cleanability assured 
by the Crown tested fabric tag. 
J. M. Mathes directs the account. 


To Start “Press” 


A new evening newspaper, the | 
| Evening Press, will shortly make its | 
|appearance in Atlanta, Ga., with | 
| Matt Perkins president and mane | 
ager. The paper, which is published | 
by the Press Publishing Company, 
will be located at 250 Williams | 
street. Mr. Perkins now has tem- | 
porary offices at 161 Spring street. 


Boosts Carrier Rates 


The Omaha World-Herald raised | 
the price of its evening papers by | 
carrier from 15 to 17 cents a week, | 
and from 20 to 25 cents a week for | 


evening and Sunday papers, on | 
Jan. 18. 


This hammer is presented 
with our compliments 
to the time buyers who 
have hammered home 
this essential fact to 
their clients: When you 


advertise in Connecticut's 
Major Market, use WDRC in 
Hartford. You get all 
three on WDRC—cov- 
erage, programs, rate! 


BASIC CBS HARTFORD 


fastness, | 


Getting Personal 


John D. Upton, acct. exec. at N. W. Ayer, New York, is sure of one 
thing: he can’t possibly confuse the birthdays of his wife and daughter. 
The latter guaranteed this by arriving at Midtown Hospital on Jan. 12, 
her mama’s birthday. The youngster’s name is Mary Davis. . . And, 
over at Erwin Wasey, Ed Bradford likewise became a daddy. Sandra 
Joy weighed in at seven and three-quarter pounds. . . 

It won’t be long before some publicity-wise Miamian nominates 
Look’s Lee Tracy as the No. 1 commuter from New York. Whenever 
the mercury starts to slide Lee can be found among those present at 
the Southern resort. His current trek is the fifth of the past 12 months 
—thrice on business and twice on vacation. He’s a friend of all modes 
of travel, having gone by train, plane and boat... 

Ruthrauffs and Ryans figured prominently in one of the big events 
of the New York society season. Mr. and Mrs. F. B. Ryan (pres., R&R) 
were hosts at a 
dinner for Flor- 
ence B. Ruth- 
rauff, daughter 
of the late 
agency man, a 
few days before 
her marriage to 
O. Bergen Bur- 
tis Rapalyea, Jr. 
The latter event 
took place in St. 
George’s - by - 
the - Sea, Rum- 
son, N. J... 

Barbara Frost, 
s.p.m. of J. B. 
Lippincott Co., 
had a bright 
idea for publi- 
cizing Osa 
Johnson’s new 
book, “Four 
Years in Para- 
dise.” She fitted 
up all the gals 
in the publish- 
er’s office with 
simulated gir- 
affeskin bags, to match the binding on the new books, and now 
they’re all walking ads... 

It’s Mr. and Mrs. John J. Fitzsimmons now. The Browne Vintners’ 
a.m. married Marion Deehan last Thursday. They’ll live in Forest 
Hills. . . Nobody was really sad in Milwaukee the other day when De- 
Witt C. Mower, Transamerican Broadcasting & Television, and Margo 
Buss said, “I do,” despite the fact that it was Monday—and the bride 
used to be secretary to Dudley Rollinson of the Blue Network—and 
one of the ushers was Jack Donahue of the Blue’s Detroit office. . . 

Frank Soule’s (ad. dir. of Vogue) daughter, Lois Virginia, is now 
Mrs. Frank G. Cole. The wedding took place at the Fifth Avenue 
Presbyterian Church. . . Joseph Revson, g.m., Revlon Products, is tak- 
ing on something of a Hollywood glow—thanks to the hundreds of 
fan letters that followed publication of his “Morale Is a Woman’s 
Business” ad a couple of months ago. One of the writers was a Har- 
vard boy who wanted the lady’s telephone number. . . 


R. C. Groffmann, sales pro. mgr. of The Magnavox Co., is bubbling 
over with wholly justified enthusiasm over the awarding of a Navy 
“E” pennant for efficiency to the Magnavox plant. Chess Logo- 
marsino, a.m. of Davison-Paxon Co., has been installed as president 
of the Atlanta Exchange Club... 

Harry Burke, program manager of WOW, Omaha, has been named 
communications officer for the Nebraska civil air patrol. . . Paul Fitz- 

patrick, Gen- 
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At the !9th annual banquet of the Fort Worth Salesman- 
agers Club a new award, the Wollner trophy, was presented 
for the first time to Victor LeMay [left), g.m., Evans & 
LeMay Advertising Agency, as the member who contributed 
the most outstanding service to the club during the past year. 
E. H. Leienecker, club president, made the presentation. 


been appointed 
administrative 
vice - president 
of the American 
Arb‘trative As- 
sociation, New 
York. He’s the 
man credited 
w ith initiating 
the installment 
financing of au- 
tomobiles. . . 

Lincoln Del- 
lar, g.m. of As- 
sociated Broad- 
casters, opera- 
KSFO 
and KWID, has 
been named to 
the committee 
on morale of 
San Francisco’s Defense Council. . . F. A. Miller, pres. and ed. of the 
Tribune, South Bend, Ind., has been elected vice-president of the In- 
diana Historical Society, Indianapolis. . . 

Commemorating 50 years of service with the company, Frank J. 
Hastings of Remington Rand's advertising department was honored 
by a testimonial luncheon. S. H. Ensinger, ad. dir., gave Mr. Hastings 
a diamond-studded pin. . . A. E. Nelson, assistant NBC v.p. and g.m. 
of Stations KGO-KPO, has been elected to the board of directors of 
the San Francisco Chamber of Commerce. . . 

Top agency men have been streaming to Hollywood lately. Among 
them have been: Henry Stanton and W. F. Lochridge, v.p.’s from the 
Chicago office of J-W-T; Arthur Farlow, San Francisco J-W-T v.p.; 
John U. Reber, J-W-T v.p. in charge of radio; Jack Platt, a.m., Kraft 
Cheese Co., and Danny Danker, Pacific Coast radio head for J-W-T. . . 

Bean man No. 1 is R. D. Clark, treasurer of Clark Restaurant Co., 
Cleveland, who has been named civilian food advisor to the Quarter- 
master General of the Army... 


Erwin P. Knebel, national a.m., News-Herald, Marshfield, Wis., was 
married Jan. 8 in Richfield, Wis., to Miss Martha Orwick. . . Marcus 
L. Urann, pres., Cranberry Canners, South Hanson, Mass., has been 
elected for a three-year term on the Farm Credit Board, Springfield, 
Mass., automatically becoming also a director of the Springfield Bank 
for Cooperatives and the Federal Land Bank of Springfield. . . 


During a four-day sales meeting of executives and branch 
managers of Shulton, Inc., in New York recently, the camera- tor of 


man snapped this informal picture of Irma Ericsson, adver- 
tising manager; Guy J. Banta, Los Angeles manager; and 
William L. Schultz, president. 


Auto Dealers Pin 
Hopes on Federal 


Sales Concessions 


Ask Release of Con- 
tracted Cars, Lease 
| Moratorium 


Chicago, Jan. 22.—_T wo thousand 

representatives of what used to be 
the seven and one-half billion do|- 
lar automobile retailing business 
gathered here this week to consider 
the best ways of keeping going in 
a market which has no new autos to 
| sell. 
| Prospects for the members of the 
National Automobile Dealers Asso- 
|ciation are not bright, and although 
|they discussed possibilities of both 
government and manufacturers’ aid, 
| the prevailing opinion seemed to be 
that the ranks of automobile deal- 
/ers will be considerably thinned. 
_ L. Clare Cargile, Texarkana, Ark., 
|president of the NADA, offered an 
|eight-point plan which the dealers 
‘voted to present to governmen: 
agencies and Congress for the relief 
of automobile dealers. It would a!- 
low dealers to dispose of their stock, 
|somehow, at fair prices; provide a 
|/moratorium on present leases and 
mortgages affecting dealers; keep 
the dealer in business by permitting 
a ready flow of parts for servicing 
—now the most important function, 
with new cars banished; keep a rea- 
sonably high ceiling on cars avail- 
able for sale under the rationing 
plan; and refrain from freezing the 
price of used cars. He stated that 
no government “subsidy” would be 
asked. 


Congress Gets Plan 


Mr. Cargile and other NADA 
members had previously appeared 
before the small business commit- 
tees of both House and Senate, of- 
fering a similar plan, with the ex- 
ception that it entailed considerably 
more governmental cooperation 
Chief requests made to the smal! 
business committees were that the 
government purchase all cars from 
|dealers at full list price; that all 
|automobiles and trucks produced, 
except those expressly designed for 
| military service, be handled through 
dealers, regardless of ultimate des- 
tination; that the government pay 
|for cost of financing, insurance and 
storage on all cars and trucks car- 
ried by dealers after Jan. 1 unti! 
liquidated or released; and that the 
government permit the sale of non- 
standard models such as _ hearses, 
convertible coupes, limousines, town 


ROUTE No. 1 


THE BETTER THAN 
1% BILLION DOLLAR 


POWER SERVICE MARKET 


POWER PLANT 
ENGINEERING 


Special Note—An unfaltering flow of 
power is the life-blood of the nation’s 
accelerated program for producing 
vital war equipment... . Now 
more than ever before, readers and 
advertisers regard POWER PLAN! 
ENGINEERING as an essentia! 
channel of communication for urgent 
information to the all-important 
power engineering field. 
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MOBILIZE DEALERS FOR CAR, TIRE CONSERVATION AID 


coonfvean Announces 
THE TIRE-LIFE 
EXTENSION PLAN 


Standard Ou Dealers have mobilized 
to protect car lite 


, _ CAR CONSERVATION 
HEADQUARTERS 


im | 


The conservation theme predominates in all three of these current newspaper ad- 
vertisements aimed at saving vital supplies and helping hard-pressed dealers. In 
the ad at the left, Goodyear Tire & Rubber Co. announces a tire-saving program 
sponsored exclusively by its dealers and service stores. The center ad, carried in 
more than 1,700 daily and weekly papers, is the first of four ads replacing smaller, 
competitive copy built on Standard Oil Co. of Indiana's “guessoline” theme. 
With the copy at the right, Chevrolet Motor Division announces a list of dealer 


conservation services for all makes of cars and trucks. 


National magazines and 


more than 6,000 newspapers will carry the new Chevrolet campaign. 


cars, etc. NADA fears that the gov- 
ernment will have no use for these 
units, but will leave them frozen, 
in which case they will constitute 
an outright loss to the retailer. 
The swiftly-moving tide of events 
in the auto industry brushed some 
of the dealers’ objectives into the 
discard, however, even as the con- 
vention was ratifying them. Price 
Administrator Leon Henderson as- 
sured the group by proxy that he 
had no intention of imposing used 
car rationing, although he warned 
that there was a “price ceiling on 
ice, although I doubt if it will be 
necessary to use it.” 
dealers sought to ask the govern- 
ment not to deal directly with the 
manufacturer, Donald M. Nelson, 
now set firmly in the Washington 
production saddle, ordered all pas- 
senger car and light truck produc- 
tion stopped Feb. 1, and declared 
that from now on, the stock pile 
would provide the country’s cars. 


Ask Tax Deferment 
NADA also urged, through 
Charles W. Bishop, the association’s 
legal counsel, that new car retail 
prices be fixed along with ration- 


ing; that a legal authority be 
created for priorities and alloca- 
tions; that a provision should be 


made permitting merchants, if they 
choose, to sell commodities to the 
government; and moratorium relief 
from mortgages and leases. Mr. 
Bishop also stated that NADA is 
conferring with the Department of 
Internal Revenue in an effort to ob- 
tain longer deferments on income 
taxes due from auto dealers. 
Typical of problems confronting 
individual dealers was the experi- 
ence of one Illinois Ford dealer who 
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And while the | 


said the percentage of his normal 
/business represented by repair and 
| service was “not much—up to now. 
Not more than 30-35 per cent.” 
Used cars, he estimated, would con- 
stitute 40 per cent. Service will in- 
crease as replacement and repair 
| parts become more available. What 
/he would do with his sales staff, the 
result of 20 years’ building, he 
couldn’t say for sure. He thought 
he might work them in selling serv- 
ice jobs, and added that they were 
cooperative and willing to work 
along any line he could pick up. 
Secondary lines, such as radios or 
refrigerators, have been blotted out 
by government edict, so whatever 
he puts his sales staff to selling will 
constitute a complete change. 

Asked if he foresaw either gov- 
ernment aid or assistance from the 
manufacturer, he was gloomy. “The 
government didn’t do much for the 
aluminum people, did it?” he said. 
“IT can recall two times before when 
the going was tough, in ’29 and °32 
when the Model A and the V-8 
were introduced, and we didn’t get 
any ‘aid’ then.” 


Talk Defense Work 


There was much discussion of 
possible dealer participation in de- 
fense work, of utilizing shops for 
sub-contracting piece work or set- 
ting up clerical and administrative 
sections such as designing and 
drafting in showrooms, but most 
dealers felt they were ill-equipped 
for such action and pointed to the 
lack of machines to re-fit shops al- 
ready qualified. 

The dealers pledged themselves 
to the maintenance and servicing of 


much capital was made of the num- 
ber of workmen and others who 
would be forced to walk to work 
without the automobile. “Without 


autos,” one convention poster said,|the program. 


“7,000,000 Americans walk.” 


‘TIRE DEALERS SET 
‘SIGHTS FOR LONG PULL 


Akron, O., Jan. 22.—Tire dealers 
|\who diversified their business 
months, and in some cases years 
ago, to offset the steady decline in 
replacement tire sales, expressed 
confidence this week of withstand- 
ing the impact of tire rationing as 
well as could be expected. Those 
dealers who already had completely 
diversified their business, with the 
aid of manufacturers, are adding 
additional lines. Other dealers now 
are making the transition from pure 
|tire dealer to the general automo- 
tive and home appliance department 
store. Many dealers, of course, will 
add tire recapping equipment as 
rapidly as possible. 

Major tire companies long have 


| cles, coaster wagons and Christmas | 
| toys. 


from light bulbs and screw drivers | large newspaper advertisements, re- 
t 


o washing machines, radios, bicy- 


Supervises Accessories 


Goodyear Tire & Rubber Com- 
pany has established a new sales 
department to supervise sale of such 


/lines as automotive accessories and 


specialties and home appliances, to 


both Goodyear dealers and Good- 


year stores. A company official | 
said: 
“This program and department is | 
now functioning in full stride, guid- | 
ing sales, purchasing and control | 
operations. Car and home supplies 
lines have been carefully yet rapid- 
ly expanded until they now include 
a wide assortment of fast selling, | 
acceptable merchandise. In se- 
lecting these lines we have adhered 
as closely as possible to nationally 


known, accepted and approved | 
brands. Thus dealers can now sup- 
ply themselves with a complete 


franchise furnished from one reli- 
able source of supply.” 

The Goodyear stock assortment 
includes small and major electrical] 
appliances, electric shavers, hand 
tools, bicycles, juvenile wheel goods, 
radios, gardening tools, lawn mow- 
ers and sporting goods. 

The B. F. Goodrich Company 
long has had its so-called “GBSO” 
set-up (Goodrich Buying and Sell-_ 
ing Organization), a dealer-cooper- 
ative plan which enabled the dealer 
to diversify his business profitably. 
The Firestone Tire & Rubber Co. 
has regularly issued compiete cata- 
logs for dealer distribution, listing 
hundreds of accessory and home ap- 
pliance items. Smaller companies 
have adopted the same program on 
a lesser scale. 

All tire companies currently are 
aiding their dealers in entering the 
tire recapping business. Goodrich, 
for example, has just issued to deal- 
ers an “Operator’s Handbook” with 
complete data on the proper main- 
tenance, servicing and recapping of 
all types of tires. Charts and tables 
portraying the value of proper in- 
flation and loads, the dangers of 
over -and-under inflation, mis- 
matching of dual tires, causes of un- 
even tire wear, etc., are included. 
The book contains 20 practical rules | 
showing truck operators how to ob- 
tain maximum service life from 
their tires. 


CHEVROLET, HUDSON 
STRESS CONDITIONING 
Detroit, Jan. 22.—Adopting a six- 
point service reorganization pro- 
gram, Chevrolet Motor Division 
swung into action this week with a 
plan to aid both its 8,300 dealers 
and the motoring public for the 


| duration. 
America’s dwindling car stock, and | 


| 


llet officials 


| 


William E. 
manager, 


Holler, general sales 
announced that Chevro- 
during the next few | 
weeks will visit dealers in every 
zone in the United States, outlining 
Among the sugges- 
tions is a budget plan making serv- 
ice available to all car owners. 
“With a modest down payment, the 
motorist can avail himself of the 
‘car conservation’ essential to the 
continued functioning of his vehi- 
cle,’ Mr. Holler explained. ‘“Pay- 
ments may be spread over a con- 
venient period.” The program also 
includes issuance of credit cards, 
issued locally, to be honored by 
Chevrolet dealers in most localities 
where service may be needed. 

Car conservation as a contribu- 
tion to victory is being urged 


| through a national advertising cam- 


paign undertaken by Chevrolet, 
using more than 6,000 newspapers as 
well as weekly magazines. A dozen 
conservation services for cars and 


| trucks are featured, as provided by 


nursued a policy of dealer diversi- | 


fication to offset seasonal slumps in 
tire sales and declining tire volume 
for replacement purposes. These 
companies have used their wholly- 
owned retail tire stores as proving 
grounds and have extended group 


buying advantages to independent 
dealers. 
Tire dealer diversification in- 


cludes the handling of a complete 
line of automotive and home appli- 
ance items running into the thou- 
sands and including everything 


Chevrolet dealers. Campbell-Ewald 
Company is the agency. 


Hudson Campaign 


Hudson Motor Car Company 
meanwhile announced a nationwide 
“Nu-Conditioning” service program 
for Hudson owners, available 
through distributors and dealers. A 
guarantee on the work and conven- 
ient time payments are provided. 
Advertising plans for the cam- 
paign have not been announced. 

The Standard Oil Company of In- 
diana entered the conservation pic- 
ture this week with the first of four 


placing smaller competitive copy, 
which appeared in more than 1,700 
daily and weekly newspapers in the 
Midwest. Standard Oil dealer sta- 
tions were designated as “Car Con- 
servation Headquarters” in  pro- 
longing car life and protecting tires. 
A consumer folder, window stream- 
ers and curb signs support the 
campaign. 


All-Year Club 
Plans Special 
Tourist Drive 


Los Angeles, Jan. 22. 


tions in this famed resort area, the 
All-Year Club of Southern Califor- 
nia is preparing a series of news- 
paper advertisements aimed at pros- 
pective tourists who might other- 
wise be frightened away. 

Three ads, each 504 lines in size, 
will be run immediately in 19 met- 
ropolitan newspapers in 11 of the 
larger Midwestern and_ Eastern 
cities. Approximately $17,000 will be 
spent on the special campaign, to be 
financed with funds already allo- 
cated by Los Angeles County and 
other agencies or obtained by sub- 
scriptions to the club’s program. 


~To coun- | 
teract rumors about current condi- | 


The ads will emphasize _ that 
Southern California continues to 
provide recreation for people on 
“civilian furloughs”; that since the 
war started this area has not been 
subjected to a single blackout; that 
despite rumors of highways and 
roads being closed, the opposite is 
true; and that all except 11 of the 
customary Sun Festival events are 
going ahead as scheduled. Lord & 
Thomas is the agency. 


Gets Canning Account 

Erwin Wasey & Co., Los Angeles, 
has been appointed to handle adver- 
tising of Latrash Food Products, Los 
Angeles canner. 


SERVICE @ @ @ is the password 


of The Faithorn Corporation. It is so ingrained 
in the minds of every one of our employees 
that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 
work through to meet a deadline . 
fice of quality . . . is not SERVICE at Faithorn. 
We (1) set type, (2) make engravings and 
(3) produce printing—all under ONE roof, 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-]l 
SERVICE. You can secure one or all just as you 
desire, but all are here—at your command. 


PRINTING 


We insist that to sacrifice quality for a cheap price 


is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matter 
—at the most reasonable cost. This is what we term 
TRUE ECONOMY. That we have succeeded is 
best attested to by the large number of advertising 
agencies and successful institutions we are regu- 
larly serving. We will gladly show you the list and 
samples of work. TRY US. Phone— Wabash 7820. 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTING 
904 SHERMAN STREET © CHICAGO © WABASH 7820 
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. 1941 1940 or Loss 1941 1940 or Lox 
Technique for Food Chatne 
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New Ad Series ~~ Foods Decried b tNational "Tea |. “Tet a3 io teases “er 819.453 
. , a tSafeway 42,719,900 26.3 471,254,254 403,369,192 1 
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. : | . . ashi < ail , Sears, yebuck 9,069,477 95,874,765 24.2 906,085,558 599,336,945 
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series of ads, scheduled to break in | national defense ranking consumer officials of the | t Montgomery 
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newspaper advertising. Special em- | This is a Workman 4, “\ Agriculture, have joined in brand-| Variety and Misclianceus pa trancirtd ca gee 
phasis will be given to new prob-| MUN". INAiformaking tanks — <2 4 4) |ing as unpatriotic “high pressure| Bond Stores... S.s7aeae $ 4.832.848 417.48 45,327.2248 32.444.508 439 
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pers, one of the three branches of 
the E. W. Scripps kingdom, sold the 
Seattle Star to Howard W. Parish, 
former publisher, and a dozen other 
Seattle businessmen on Jan. 14. 
The reported price of the Star 
was $165,000, and the new manage- 


ment is headed by Mr. Parish as 
publisher and Abe Hurwitz as 
editor. The newspaper was trans- 


formed into a tabloid a year ago, 
but the new publishers expect to 
make it standard size. 


Sell» HOTELS 


with 


THE HOTEL MONTHLY 


Mtamins ABC ami ABP 
Published by JOHN WILLY, Inc. CHICAGO 


A terrific market 
made greater with 
new defense spend- 
ings. 


OVER 


$400,000,000 
in Defense for Okla- 


homa. 


The best way to reach 
all of this and get 
sales-effective cover- 


age use KTUL-KOMA. 


Both 5,000 watts full time. 
Both Columbia Network 
Affiliates. 


OKLAHOMA ‘CITY 


Both Represented Nationally 
by Free & Peters 


NAME OF YOUR PAPER 


YOUR SIGNATURE) PUBLISHER 


OFC R SERVICE IN THis WAR IS TO PROVIDE THE NEWS AND OTHER 
VITAL INFORMATION THAT WILL LIGHT AMERICA’S WAY TO VICTORY 


The primer technique will be used in a 
new series of ads prepared by J. Walter 
Thompson Co. for member papers of the 
Newspaper Publishers Committee. The 
opener will appear Feb. 3. 


Brewers Group 
Shortens Name; 


Elects Chairman 


Chicago, Jan. 20.—The United 
| Brewers Industrial Foundation 
shortened its name to Brewing In- 
| dustry Foundation at its convention 


|} here yesterday and elected Alvin 
Griesedieck, president of Falstaff 
Brewing Corporation, St. Louis, 


chairman of the board. Other offi- 
cers are Christian H. Zoller, C. 
Schmidt & Sons, Philadelphia, vice- 
'chairman; William Piel, Piel Bros., 
Brooklyn, vice-chairman; and Ru- 
dolph J. Schaefer, F. & M. Schaefer 
Brewing Company, Brooklyn, re- 
| elected secretary. 

After the naming of the founda- 
| tion’s advertising committee by Mr. 
| Griesedieck, an announcement as to 
what shape the association’s insti- 
tutional advertising campaign will 
take is expected to be forthcoming. 

The industry’s outlook in general 
seemed encouraging, and references 
were made to England, whose ex- 
perience in discovering that beer 
was essential to maintenance of 
morale may indicate a guide for the 
United States in wartime. 

The United States Brewers Asso- 
ciation, national trade body. elected 


H. J. Charles, vice-president of 
Theo. Hamm Brewing Company, 
St. Paul, as its president. Other 


officers elected were Adolph Coors, 
Jr., Adolph Coors Company, Golden, 
Col., vice-president: S. E. Abrams, 
Jos. Schlitz Brewing Company, Mil- 
waukee, vice-president: and Edward 
V. Lahey, New Bedford, Mass., 
treasurer. 


Advances Marberry 

R. M. Marberry, formerly sales 
vromoton manager of Timken Silent 
Automatic division of Timken-De- 
troit Axle Company. Detroit, has 
been named advertising manager. 
replacing W. J. Chappell, who has 
been named assistant sales manager 
of the Silent Automatic division 


Shows Seles Films 


The Republic and Gavette. Phoe- 
nix, Ariz., is currently showing 
sound-slide films on retail salesman- 
ship to the personnel of department 
stores advertising in the newspaper. 
The films were produced by the 


Dartnell Corporation, Chicago 


housewives to keep on hand at all 
times a large assortment of fancy 
groceries. The recommended lists 
included 64 foods in quantities far 
greater than any family’s ordinary 
needs, according to the West-Mont- 
gomery statement. 


Would Clean Off Shelves 


“If all the families of the nation 
were to follow the advice in this 
handbill,” they said, “most of the 
foods listed would be completely 
cleaned off grocers’ shelves and go 
into dead storage, doing nobody any 
good. The demand for some foods 
would be more than twice a whole 
year’s supply. Encouraging such a 
stampede to market by housewives 
could have no other effect than to 
create havoc, boost prices, and em- 
barrass patriotic merchants who 
are not trying to profiteer on con- 
sumers in wartime. 

“Our advice to housewives who 
encounter this kind of panic-arous- 
ing sales appeal is to do all they 
can to put a stop to it instantly. 
Go ahead and buy your food sup- 
plies usual, and tell any mer- 
chant who urges you to stock up on 
foods for the emergency that he is 
doing our country a serious injury 
when everyone must put our na- 
tion’s safety ahead of personal ad- 
vantage.” 


as 


Stone Heads NBC 
Red Plan Board 


Harry L. Stone, general manager 
of WSM, Nashville, has been elected 
chairman of the 
National Broad- 
casting Com- 
pany’s planning 
and advisory 
group. He repre- 
sents the fourth 
district composed 


eastern states. 

Other 
bers of the NBC 
Red planning 
board are: O. L. 
Taylor, 
Amarillo, vice- 
chairman; James 
D. Shouse, WLW, Cincinnati; Paul 
W. Morency, WTIC, Hartford; Stan- | 
ley Hubbard, KSTP, St. Paul; Arden 
X. Pangborn, KEX, Portland: and 
Ed Yocum, KGHL, Billings. 


NIAA to Atlantic City 


The National Industrial Advertis- 
ers Association will hold its 1942 
convention during September in 
Atlantic City, at the Hotel Tray- 
more, with the Industrial Marketers 
of New Jersey, Newark chapter, as 
host. Fred H. Pinkerton, sales pro- 
motion manager of the mechanical 
goods division of the United States 
Rubber Company, New York, will 
be general chairman of the confer- 
ence 


H. L. Stone 


To Yankee Writing 


Allied Minerals, West Chelmsford, 
Mass., poultry feed supplement 
maker, has named Yankee Writing 
Service, Guilford, Conn., to direct 
its advertising. 


of nine South-| 


mem- | 


KGNC, | 


Group Total.. $293,697,664 $246,465,.9 


Combined Total. .$617,147,098 
‘Four and fifty-two weeks 
tFleven month period 
$2 weeks period ending 
*Three month period 


$508 206,222 


12 + 19.2 $1,840,250,692 $1,560,901,811 +17 


+ 21.4 $4,404,069,352 $3,656,824,735 + 20.4 


Bicycles Hit by 
Priorities; Can't 
Fill Big Demand 


New York, Jan. 22.—Despite the 
increased emphasis being placed 
upon bicycles today as an alternate 
to automobile transportation, Cycle 
Trades of America has scheduled no 
advertising or promotion for the 
current year. The reason for this 
apparent paradox is that the bicycle 
industry finds it almost as difficult 
to obtain materials for production 
as its big brother, the automotive 
industry. 

Latest reports received by cycle 
manufacturers indicate that they 
will be allowed to put not more than 
750,000 units on the market during 
‘42, this figure being about one- 
third of the estimated consumer de- 
mand, Last year the _ industry, 
already hit by priorities, manufac- 
tured 1,800,000 units, which also fell 
far short of actual demand. 

The last cooperative promotion by 
Cycle Trades, which represents 
manufacturers, parts suppliers and 
jobbers, was a national magazine 
campaign during 1938-39 with copy 
featuring an all-family appeal. 
Prior to this, in the fall of 1937, a 
network show had been launched 
over the National Broadcasting 
Company for the purpose of “mak- 
ing the nation conscious that there 
was a bicycle industry.” The suc- 
cessful achievement of this objec- 
tive marked the renaissance of an 
industry which for more than a 
decade previously had experienced 
a gradual decline. Campbell-Ewald 
has been handling Cycle Trades ad- 
vertising. 


Durstine Adds Three 


The following accounts have 
named Roy S. Durstine, New York, 
to direct advertising: E. Pritchard 
& Co., Bridgeton, N. J., food prod- 
ucts; Thomas Gill Soap Company, 
Brooklyn; and Wall-Streeter Shoe 
Company, North Adams, Mass. 


Consumers Reassured; 


Nicotinic Acid Renamed 

Because there has been ‘“well- 
founded concern on the part of nu- 
tritionists and others that the labe! 
declaration of the chemical names 
‘nicotinic acid’ and ‘nicotinic acid 
amide’ may cause unwarranted ap- 
prehension in the minds of the 
uninformed consumer,” Federal Se- 
curity Administrator Paul V. Mc- 
Nutt has announced that he has 
accepted the recommendation of 
the Committee on Food and Nutri- 
tion of the National Research Coun- 
cil that “niacin” and “niacin amide” 
be adopted as synonyms for the 
vitamin substances with repugnant 
names. 

“In my opinion,’ Mr. McNutt 
said, referring to the Federal Food, 
Drug and Cosmetics Act, “the use of 
the synonyms will not be inconsis- 
tent with the requirements of that 
law.” 


Bankers Life Chooses 
“Time” and “Post” 

The 1942-43 advertising campaign 
of Bankers Life Company, Des 
Moines, will consist of eight full 
pages in Time and seven advertise- 


ments in The Saturday Evening 
Post, one full page and six half- 
pages. 


To Potter & Black 

Arrowhead Springs Hotel Corpo 
ration, Arrowhead Springs, Cal., has 
appointed Potter & Black, Los An- 
geles, to handle advertising. 
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Advertsiing i in 1 the | Test Stage 


KNIFE OFFER 


Here’s why my family starts 
each day-the healthful 
eet 


bow Mottier set .owid help ber grow sad 8) oer 


Provetie tects. Osimesi leads of ether s hole 


100K! 20 Big Bowls from 
OWE Package! 


AMERICAS SUPER 
BREAKFAST FOOD 


MOTHERS OA 


Quaker Oats Co. is testing a premium 
offer, a meat slicer and utility knife, in 
The American Weekly and a large list 
of newspapers, for its Mother's Oats. 
Ruthrauff & Ryan is the agency. 


OFFERS MEAT SLICER 

Chicago, Jan, 22.—A self - liqui- 
dating premium—a meat slicer and 
utility knife—is offered homemak- 
ers by Quaker Oats Company in 
copy for Mother’s Oats appearing in 
The American Weekly and an ex- 
tensive list of newspapers. 

Largest of the ads, 1,000 lines in 
color, broke in The American 
Weekly Jan. 18. Approximately 100 
newspapers complete the schedule 
with one-half or one-third pages in 
Sunday comic sections and 639-line 
black and white copy in daily news- 
papers. 


Premiums for the offer, which ex- 


pires April 30, were purchased be- 
fore priorities began to play hob 
with such things as chromium 


plated cutlery steel, which went into 
these 10-inch Cattaraugus knives. 
Valued at $1 retail, they are offered 
for 25 cents and trademarks from 
two Mother’s Oats packages at 
groceries or direct from the Quaker 
Oats Company. 

Copy cites “provable facts” such 
as this economy appeal: “Mother's 


It's good business and sound 
business economy to use low- 
cost newsprint color printing 
Or every possible purpose. 
ewscolor (full color printed 
advertising on newsprint) is a 
Quality product in the rotary 
Printing field Ask for samples 
4pplying to your industry. 


_ SHOPPING NEWS 
Newheoler Division CLEVELAND 


launched in Albany, 


| period. 


Oats gives you up to three times as 

much for your money as any of six 

other leading brands of cereals!” 
Ruthrauff & Ryan is the agency. 


| BRILL INTRODUCES 


NEW MUFFIN MIX 

Newark, N. J., Jan. 22.— News- 
papers in seven upstate New York 
cities are carrying large-space copy 
introducing a new muffin mix, Trix, 
produced by the H. C. Brill Com- 
pany. 

The new product contains Vita- 
min B:, copy points out, and may be 
used not only for muffins but various 
other baked items. Trix is pre- 
pared merely by adding water. 

The new Brill campaign was 
Troy, Schenec- 
tady, Glens Falls, Poughkeepsie, 
Kingston and Pittsfield this week 
with 420-line copy. 
will appear in the same cities on a 
once-a-week basis for an indefinite 
W. I. Tracy, Inc., directs 
the account. 


FEATURE BOWL COVERS 

Minneapolis, Jan. 22. — Using 
almost 30 newspapers in selected 
major cities, Campbell Cereal Com- 
pany has launched a new premium 
offer, Pliofilm bowl] covers, for its 
Malt-o-Meal cereal. 

Advertisements of 350 lines an- 
nounce the offer of two “genuine 
Klear-Vu transparent Pliofilm elas- 
tic-edge bowl] covers” for a single 
Malt-o-Meal box top when mailed 
to the Minneapolis company. Pre- 
miums are guaranteed by both the 
maker 


and Good Housekeeping, in 
which the offer also is made, copy 
— out. The offer expires 
Jan. 31. 


H. W. Kastor & Sons Advertising 
Company, Chicago, is the agency. 


Coca-Cola Fights 
‘Pause’ as Soft 
Drink Name; Wins 


Washington, D. C., Jan. 21.—The 
United States Patent Office has 
given official recognition to the ad- 
vertising investment of the Coca- 
Cola Company in _ publicizing its 
slogan “The Pause That Refreshes,” 
by declining to register the word 
“Pause” as the name for a compet- 
ing soft drink. 


Raymond F. Niles, of Three 
Rivers, Mass., sought to register 
“Pause” for use on non-alcoholic, 


maltless beverages. This registra- 
tion was opposed by the Coca-Cola 


Company, which emphasized its 
wide use over a period of years of 
the word “Pause” and “The Pause 


That Refreshes” 
of Coca-Cola. 
Coca-Cola contended that through 
this advertising, the word “Pause” 
had become so associated with its 
trademark that the use of “Pause” 
on a competing soft drink would 
immediately suggest the product of 
the Coca-Cola Company, and thus 
would lead to a confusion of origin 
in the mind of the consumer. 
Included in the evidence laid be- 
fore the Patent Office was the 
sertion that advertising for Coca- 
Cola in and around the home town 
of Mr. Niles features the word 
“Pause” on numerous locations. 
This was one item in the evidence 


in the advertising 


as- 


submitted by the Coca-Cola Com- 
pany to show that both “Pause” 
and “The Pause That Refreshes” 


have appeared on hundreds of thou- 
sands of advertising pieces, includ- 
ing magazines, outdoor posters, out- 
door bulletins, large electrical signs, 
newspapers, radio, and signs at the 
point of aagemesass 


Appoints Marc Schulhoff 


Marc Schulhoff, formerly mer- 
chandising head and account execu- 
tive at John Falkner Arndt & Co., 
Philadelphia, has been appointed 
sales promotion and _ advertising 
head of National Sure-Fit Quilting 
Company, New York 


Recalls McNaught 


John G McNaught, formerly 
sales representative for American 
Writing Paper Corporation, Hol- 
yoke, Mass., 
company’s general 
sales manager. 


has been recalled to the 
offices as 


office 


Successive copy ||} 


IN DAILIES 


Here it is!.. “TRIX 
«».the amazing new 


MUFFIN MIX 


al Soret) 
THICK 
ow bane . 


Consumers of seven New York communi- 

ties are being introduced to Trix, new 

muffin mix, with this 420-line copy in 

newspapers. W. |. Tracy directs the 
H. C. Brill Co. account. 


Shows Heinz Film 


A talking motion picture, por- 
traying the romance of the develop- 
ment of the tomato since its discov- 
ery by the Spaniards in Central 
America, was shown by the H. J. 
Heinz Company, Pittsburgh, to the 
Pittsburgh Advertising Club on Jan. 
20. The picture, entitled “Ever 
Since Eden,” was produced by 
Wilding Pictures Corporation, De- 
troit, and was introduced at the 
meeting by H. B. Laufman, Heinz 
publicity director. 


“McGuffey’s” Renovated 
Air express division of Railway 

Express Agency, New York, has 

mailed a unique direct mail piece, 


“The Primer for Practical People,” 
to some 50,000 prospects. The 
“primer” is an adaptation of the 


well-remembered “McGuffey Read- 
er,’ complete with woodcuts, ques- 
tions and exercises. 


|should a 


‘trical relays. 
| the 


General Outdoor 
Orders Blackout 


Devices for Signs 


Denver, Col., Jan. 22.—Three 
members of Station KFEL were 
credited this week with developing 


|a device to darken illuminated signs 


during air raid blackouts. 


Denver representatives of Gen- 


‘eral Outdoor Advertising Company 


who conferred with Station Mana- 


ger Gene O'Fallon, Charles Hast- 
ings, chief engineer, and Merle 
Floegel, engineer, obtained patent 


rights to the device which it is said 
can be manufactured in quantity for 
less than $10 apiece. Fifty of the 
new controllers are being manufac- 
tured for GOA. 


Utilizes Radio Frequency 


car- 
and 


The device is actuated by the 
rier frequency of a_ station 
breakdown occur in the 
sending of a program from the 
studio to the transmitter the signs 
would not be affected so long as the 
transmitter remained on the air. 
The device utilizes the radio fre- 
quency section of an ordinary radio 
receiver and is mounted together 


/With an antenna at the sign to be 


controlled. Attached are two elec- 
One goes into action 
the radio station's 
goes off the air and 
throws a switch turning off the 
sign’s lights. The second relay is 
actuated when the radio station's 
carrier wave is again broadcast, and 
turns the light back on. A time 
relay can be set to operate at a 
specified time of from several min- 
utes to an hour after the station 


moment 
transmitter 


returns to the air, thus permitting 
the station to return to the air 
briefly for air raid instructions 


without turning on the sign lights. 


BBDO Shifts Two 


Batten, Barton, Durstine & Os- 
born, New York, has transferred 
Tax Cummings to its San Francisco 
office to work on copy for Standard 
Oil of California. Les Pearl, copy 
chief, will also spend three or four 
weeks on the coast working on cre- 
ative plans for the same account. 


Service Magazines 
March Linage Up 
Despite the War 


New York, Jan. 22. — Advertising 
volume in women’s service maga- 
zines during the first quarter of 
1942 will show a gain over the same 
period a year ago, ADVERTISING AGE 
learned today. March issues, clos- 
ing this week, reflect the first direct 
impact of war and while the up- 
ward sweep recorded in January 
and February appears to be checked 
in most cases, total advertising for 
the first three months is up. 

Most glowing March report came 
from Ladies’ Home Journal, with a 
revenue gain of more than 17 per 
cent over March, 1941. For the first 
quarter of this year the Journal is 

|34 per cent ahead of the same 

period a year ago. McCall's shows a 
gain of about 23 per cent for the first 
three months of 1942 over 1941; 
Woman's Home Companion is ahead 
10 per cent; and Good Housekeep- 
ing’s gain is 4 ts cent. 


WKNY to Senbews 

Station WKNY, Kingston, N. Y., 
has named William G. Rambeau 
Company as national representative. 


* 


* 


giant prints 


Sell it Big! Specialists in 
the ‘developing of clear 
crisp photo-enlargements. 
Blow-ups for every pur- 
pose . presentations, 
murals, charts. We'll color 
tone them if you like. If 
you need giant prints .. . 


then you need r e rs 


RAPID COPY SERVICE CO. 


CHICAGO 
CLEVELAND 


NEW YORE 


SAVANNAH, GA 


The only city of over 100,000 


NEAR CAMPS WHERE THE SOLDIERS SPEND 


their recreation hours. 


OUTDOOR ADVERTISING 


will give your message to the soldiers and other buyers in this trade area 


PAYROLLS IN SAVANNAH 
AVERAGES $1,801,034. Monthly 


population 
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Savannah Poster Advertising Service, Inc. 


POSTER ADVERTISING 


PRICE & MAPES, 


PAINTED BULLETINS 
224-226 HABERSHAM ST. 


P.O. BOX 1307 


INC. 


SAVANNAH, GA. 
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ADVERTISING AGE 


January 26, 1942 


Advertising in 
Wartime Essential, 
Railroads Maintain 


(Continued from Page 1) 
Reports submitted at the associa- 


tion’s two-day meeting here last | 
week-end indicated a heavy demand | 
While the pat- | 


for travel in 1942. 
tern of recreational trips may be| 
changed this year, it was felt that | 
people are going to turn to the| 
railroads in increasing numbers for 
service to resort centers. 

The railroad advertising men 
subscribed wholeheartedly to the 
theme, advanced last year by the 
government, that “Travel Strength- 
ens America,” realizing that relax- 
ation has a vital effect upon morale 
during this period of high-speed 
operations. 


Volume Needed 


It was the opinion of the assem- 
bled executives that while adver- 
tising copy may even undergo 
drastic revisions in order to coor- 
dinate vacation copy with war 
efforts, advertising in volume will 
be essential to keep the public in- 
formed on railroad policies, services 
and vacation possibilities. 

Andrew W. Neally, executive 
vice-president of Gardner Adver- 
tising Company, which handles the 
Wabash Railroad account, declared 
that the national emergency pre- 
sented both a challenge and an 
opportunity to the railway indus- 
try. In discussing increased de- 
mands that will be made upon 
railroad facilities, Mr. Neally 
pointed out that the unprecedented 
transportation of vast numbers of 
service men and necessary war 
materials, the additional passenger 
and freight transportation created 
by restrictions on automobiles, 
trucks and tires, and_ increased 
vacation travel “would doubtless 
mean that the railroads will not be 
able to give either new or old cus- 
tomers even standard service.” It 
is readily conceivable, he said, that 
governmental demands will result 
in fewer trains, slower schedules 
and sub-standard equipment, a 
position in which the industry will 
be far from able to put its best 
foot forward. 

“If the civilian 
the feeling that our country’s trans- 
portation system is not functioning 
as they think it should,” Mr. Neally 
said, “civilian morale wiil be 
greatly weakened. It is a challenge 


to consider this emergency and its advertising 


attendant problems as a very defi- 
nite and valuable opportunity—an 
opportunity that is two-fold. 
the opportunity to be important 


factors in building and sustaining Abbott, 
second, the | was reelected secretary. 


civilian morale and 
opportunity to 


population has | 


First, 


aggressively and} — 
soundly prepare the industry for ‘TruVal Aeostats 


RAILWAY AD AGENTS NAME NEW OFFICERS 
| 


| 
| 


New heads of the American Association of Railway Advertising Agents, elected 
at the annual meeting in St. Louis Jan. 16-17, include (top row, left to right) 
H. W. Frier, Chicago & North Western, vice-president; Gustav Kaiser, Lehigh 


E. A. Abbott, Poole Bros., secretary; R. W. Willier, 
Wabash, vice-president; S. E. McKay, Alton, treasurer; (bottom row) C. P. 
Moore, Union Pacific, Ist vice-president; R. F. Irwin, Delaware, Lackawanna & 
Western, vice-president; R. W. Jennings, Chicago, Burlington & Quincy, presi- 
dent; and F. E. Heibel, Nickel Plate, retiring president. J. M. Benitez, National 
Railways of Mexico, invited the association to hold its next annual convention 
in Mexico City. 


Valley, vice-president; 


the problems of the post-war | 


period.” 


Nestle’s Opposes 
Ruling Against 
Mr. Neally urged the railroads to Nescafe by FTC 


Keep Up Advertising 


“make full use of the greatest of 

all vehicles for disseminating infor- Washington, D. C., Jan. 22.— 
mation and persuading people—/ Nestle’s Milk Products, Inc., intends 
namely, advertising—whether you| to fight the Federal Trade Commis- 
use magazine, newspaper, radio or| sion on its recent complaint charg- 
outdoor advertising, or whether) ing that Nescafe is not coffee and 
you use booklets, leaflets or blot-| may not properly be advertised as 
ters.” such. 

He warned neglecting Nestle’s has filed an answer with 
or dropping advertising because| FTC describing its product as “a 
“We're in a_ sellers’ market and} coffee extract combined and pow- 

been a_ sellers’| dered with added dextrins, maltose 


against 


there has never 
market which was not followed by| and dextrose.” FTC had charged 
the longer and deeper curve of a| that Nescafe has been advertised 
buyers’ market. Successful busi-| as coffee and as being composed 
ness must, for permanent success,}| wholly of an extract of the coffee 
build customers, not just a sale bean. 
must build friends, not just casual | 
acquaintances.” 

New officers of the association 
were elected at the closing session | 


Contend It Is Coffee 


Denying many of the allegations 
in the complaint, the answer con- 
Saturday morning. R. W. Jennings, | tends that the beverage produced 
advertising agent of the Chicago,| by dissolving a teaspoonful of Nes- 
Burlington and Quincy Railroad,| cafe in a cup of hot water contains 
Chicago, was named president. C. P. | approximately 5'2 ounces of water, 
Moore, advertising agent of the!1/16 ounce of soluble coffee, and 
Union Pacific, Omaha, was elected | 1/16 ounce of added carbohydrates. 


first vice-president. Other vice| The answer holds that “the resul- 
presidents are: R. A. Willier, gen-| tant beverage is, therefore, coffee, 
eral advertising agent, Wabash} and may ssahpnitcnd be so described.’ 

| Railroad, St. Louis; R. F. Lack. | 

advertising agent, Delaware, Lack- 

awanna & Western; H. W. Frier, Fulton Denies 


manager, advertising department 


Chicago and North Western “you: That Outdoor 
way, Chicago; and Gustave Kaiser, Is Badly Hit 


agent, Valley 

Railroad, New York. we | New York, Jan. 22.—Reports that 

S. E. McKay, advertising agent $18,000,000 in outdoor advertising 

of the Baltimore and Ohio, Chicago, has been canceled since the first of 

ves _o yoo wr E. A. the year due to priorities and ma- 
» * sre . y | ‘ . 

Poole Brothers, Chicago, | terials shortages were denied today 

|by Kerwin H. Fulton, president, 

|Outdoor Advertising, Inc. 

clared that billings booked on Jan. 


Lehigh 


BUSINES 
and NATIONAL DEFENSE 


timely new course for business men 
a — problems of priority and alloca- 
tions: defense contracting; price controls; 
wartime merchandising; finance and labor; 
and other similar problems brought about 
by the war 
by CHARLES M. WHITLO 


Tues., Thurs. eve.-6:15-7:30 P.M. 
Starting February 10 


CENTRAL YMCA COLLEGE 


19 SOUTH LASALLE CHICACO CENTRAL 6787 


TruVal Manufacturers, Inc., New 
York, maker of shirts, pajamas and 
sports apparel, has appointed Weiss ; 
and Geller as its agency. National | U@tion during the past three weeks. 
magazines, business papers, and spe-| Mr. Fulton added that while it 
cial local newspaper campaigns will| is impossible for anyone in adver- 
be used. | tising to forecast what the 1942 vol- 
lume will be in any medium, and 
while outdoor will feel the automo- 

Michigan's liquor control com | tive retrenchment along with others, 
c . - 4 “ + - at -% . ‘ 
mission has reported that 1941 sales it “will retain during 1942 at least 
totaled $63,467,470, an increase of the same percentage of total adver- 
| 25.2 per cent over gross sales in|tising dollars enjoyed during the 
| 1940, when a record was set. past several years.” 


same date a year ago, and there has 


Reports Liquor Sales 


Printing My Plates fe 


417 NORTH 


Telephone 


: 


3 Lellerfrress and 0 Ypsel 


e, y & 
ona 


STATE STREET - 


CHICAGO, ILLINOIS 


SUPerior 6716-7-8-9 


| layout, 


He de-| 
1 actually exceeded those of the| 


been no marked change in the sit- | 


—_ 


Cdveutisiing 


Lact 


Market 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wan 
“Representatives Available,” 
cash with order 


All other classifications (single insertion rates): 


$4.75 per inch. 


30 cents a line, minimum charge $1. 


ted,” “Representatives Wanted,” and 
Terms 


% in., $2.75; 1 to 3 in, 


POSITIONS WANTED 
Manager of large retail chain unit 
in Pennsylvania, itching to get back 
to his beloved New York. ... Promo- 
tional, advertising, publicity and dis- 
play background interrupted to feel 
the consumer pulse. ... Will resign 
for brighter territory. Ready, short 
order. Age 25, and draft-proof. 

Box 3578, ADVERTISING AGE, N. Y. 
Point of sale idea man, who is also a 
first class artist seeks permanent 
(and I mean permanent) position with 
attractive future, in Chicago. Agency 
experience. Can write copy. Salary 
open, but make it interesting. Draft 
Status: 37, married, two other de- 
pendants. Now employed out of town. 
Can contact you on Sundays in Chi- 


cago, 
Box 3571, ADVERTISING AGE, Chgo. 


ART DIRECTOR—LAYOUT MAN 


| Experienced creative man on rough 
jand comprehensive 


layouts familiar 
with type and prod. on all types of 


accts, Also experienced in lithog- 
raphy Moderate salary. Will leave 
city. 

Box 3589, ADVERTISING AGE, Chgo 


SALES PROMOTION—COPY WRITING 
Can create and write effective ads, 
layout roughs:; buy art work; handle 
typography and production Age 28 
Box 3591, ADVERTISING AGE, Chgo 


MANAGING EDITOR 
or business manager of good business 
magazine. Full responsibility editorial 
and ad layout, makeup, on-time pro- 
duction. Fresh ideas, Good writer. 
Box 3593, ADVERTISING AGE, Chgo 


Young woman, managing editor of 
trade magazine; doing good job 
Wants to change. Has had fine news- 
paper advertising and direct mail ex- 


|} perience 


Box 3594, ADVERTISING AGE, 
ADVERTISING MAN 

% years experience all types copy, 

production—industrial or 

ageney Age 31, married 

Box 3595, ADVERTISING AGE, Chgo 


SALES AND ADVERTISING EXNBCU- 
TIVE with unusual record of proven 
results seeks responsible connection 
Now sales manager of national corp., 
present outlook limited Former ex- 
ecutive of Chicago advertising agency; 
wide promotional and newspaper 
background; graduate of eastern uni- 
versity. Can furnish exceptional ref- 
erences 

Box 3596, ADVERTISING AGE, Cheo 

PUBLICITY FREE 

if I do not prove I can get you free 
news and picture space almost any- 
| where; years of experience; 


|} references and clippings 


Box 3598, ADVERTISING AGE, Chgo 


POSITIONS WANTED © 


Top notch Advertising Manager aval". 
able. 20 years agency, radio anid 
newspaper experience. Now employe 
as Advertising Director medium sive 
newspaper. Highly successful recor 
Married—age 36. References, phot 
etc., upon request. 

Box 3597, ADVERTISING AGE, Che 
GARGANTUAN, UNUSUAL OPPOL 
TUNITY desired by perspicacious, ve 
satile, creative young man (draft 3-A 
who possesses drive, push, determin 
tion. Likes working under pressur 
Believes in getting things done. W} 
is a producer, a do-er. Successful pa 
experiences include research, typin 
sales promotion. 

Box 3599, ADVERTISING AGE, N. 
GIRLS LOOK! Clever (but laz 
young out-of-town ady. agency exec 
tive will marry rich girl or bo 
daughter for good adv. or defense j: 
in NY or Chgo. Likes to travel, drink 
sleep. Interviews (with cocktails) 
Chgo. 

tox 3600, ADVERTISING AGE, Che» 


ONE-MAN-AGENCY: Age 28; mfr. ar 
4A agency exp. copy, contact, pro 
plans, budgets, ete.; 3A draft: war 
Chicago connection. Good bkerd 

types adv., mdsg., sales prom. work 
Box 3601, ADVERTISING AGE, Cheo 


ome 6 


— ee OMe >  @ 


t 


Chero. | 


reams of | 


| COPYWRITER: 7 years exp. diver 
jaccounts all media Want place with 
|Chgo., defense mfr. or agency. \ 
| « draft. 


Box 3602, ADVERTISING AGE, Chgo 
REPRESENTATIVES WANTED 
| EYE*CATCHERS 


Wants representa- 
|} tives in key cities. 


Liberal commis- 


| sion Leads furnished A lucrative 
connection for wide-awake advertis- 
ing salesmen, No drawing account 


but commissions paid promptly. 
EKYE*CATCHERS, Inc. 

10 EF. 38th Street, 

New York City 
WANTED—Representative for A.B.C. 
Weekly Publications with a combined 
circulation of over 1,000,000 Terri- 
tory east of Pittsburgh and Buffalo 
| Must have wide acquaintance adver- 
tisers and advertising agents. Gi 
full particulars as to experience and 
| contiden tia Correspondence strictly 


confidential. 
| Box 3592, ADVERTISING AGE, Che 
| MISCELLANEOUS 

2 Periodical Printing 

We are equipped to handle a maga- 
zine or periodical printing job at our 
| Poughkeepsie plant Hvoe Press, Sat- 
urday Evening Post size, using news- 


print Address inquiries to American 
Agriculturist Printing Plant, Pough- 
keepsie, New York, Attention—FRED 


W. OHM. 


H. W. Doremus, 
Agency Founder, 
Is Dead: Was 76 


New York, Jan. 20. — 
Whitehouse Doremus, one of the or- 
ganizers of Doremus & Co., died 
Jan. 14 in New York Hospital at the 
age of 76. Mr. Doremus, who was 
born in Brooklyn, was long active 
in the work of the Young Men's 
Christian Association. 

In 1903, after having been assist- 
ant secretary of several depart- 
ments in Standard Oil Company, he 
founded Doremus & Co. with Clar- 
ence Barron of the Wall Street 
Journal and was the agency’s first 
president. He later left Doremus & 
Co. and became senior partner in 
Doremus & Morse, financial adver- 
tising agency, subsequently leaving 
this agency to become executive 
secretary of the ways and means 
committee of the Seamen’s Church 
Institute. 

Mr. Doremus returned to adver- 
tising in 1925 when he joined the 
Rudolph Guenther - Russell Law 
agency, which in 1932 became AIl- 
bert Frank-Guenther Law. He re- 
tired in 1933. For 13 years he 
taught advertising at evening 
classes at the Twenty-third street 
branch of the Y. M. C. A. 


| 
| 


Atlanta, Jan. 20.—Ernest W. Tim- 
| merman, salesman for the General 
| Outdoor Advertising Company, died 

here Jan. 15 following a heart at- 
| tack. Mr. Timmerman, who was 46, 
was one of the speakers at a GOA 
salesmen’s meeting. 


| E. W. TIMMERMAN 


Harry | 


Cc. R. FOREMAN 

Nashville, Tenn., Jan. 20.— 
|Charles R. Foreman, 64, who had 
operated his own advertising agency 
|for the past 12 years, died here 
| Jan. 16 after a lengthy illness. 


E. J. SCOTT 

Two Rivers, Wis., Jan. 20.—E. J. 
Scott, 73, editor and publisher of 
the Shawano Advocate until its sale 
in 1930, died at his home here Jan. 


16. He served several terms as 
treasurer of the Wisconsin Press 
Association. 


THERESA STALL 

Cincinnati, Jan. 20.—Miss Theresa 
Stall, 40, secretary of the Cincin- 
nati office of Thompson-Koch Com- 
pany for more than 20 years, died 
here last week. 


K Bellen 


th 


is a symbol of American life in its 
most satisfying mood. Modernized 
rooms at reasonable rates . . . air-con- 
ditioned restaurants . . . new popular- 
priced Coffee Shop serving all meals. 


BELLEVUE 
STRATFORD 


PHILADELPHIA 


One of the Few Famous 
Hotels in America ~ 
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The Business | 
Listening Post 


An executive order suspending 
the taking of the biennial census 
of manufactures for the duration of 
the emergency has been drafted for 
the President’s signature. If it is 
signed, the House census committee 
will probably introduce legislation 
requiring the taking of a new cen- 
sus of manufactures immediately 
after the war emergency has passed. 

od os ” 

Chief shortages affecting the pub- 
lishing and advertising fields now 
are metals and colored inks. Indus- 
try representatives at an OPM) 


meeting this week got three differ- 
ent explanations of what the recent | 
copper order means to printing | 
trades, with the result that they | 
asked for modifications in both 
copper and tin orders so as to be y 
able to continue present metal re- 
use practices. Chrome yellow is the | 
scarcest ink, and methods of reduc- | 


STOP CARELESSNESS, NEW DRIVE URGES 


It's Carelessness...1t slows up war work... Let's stop it! 


the partner of Sabotage? 


y 


A 


Ait 
ti 


it 


ing its use in advertising and | 10 ways to prevent losses caused by Carclessness 
packaging are being discussed. on On ee ni 
* * & | etecenehs eynesmenn ie ges rd a . 
2. Rew ee oe Greens me S t« ° 
When Congress undertakes the) Jo ee eee - 


unprecedented task of devising a’ 
new tax bill which will produce 
nine billion dollars in new revenue, 


proposals to tax advertising are 
almost certain to be revived. This 
time, efforts are expected to go 


HARTFORD INSURANCE 


Hartford Fire Insurance Company « Hartford Accident and Indemnity Company 


beyond radio and outdoor advertis- | 
ing. 


TOE TWO WARTPOROS WRITR PRACTICALLY Benet 


% Eo at 

A forthcoming government order 
will cut production of radio sets for 
civilian use by about 30 per cent 
for the first quarter of this year, | 
with increased curtailments later as 
military output climbs. Manufac- 
turers will concentrate on big 


Hartford Accident and Indemnity Cos. 


ance,’ is an innovation. 


PoRw GF INSOMANOE EUCEPT 


Ten ways to prevent industrial losses caused by 
magazine copy, first of a new series undertaken 
On the 
Newsweek, The Saturday Evening Post and Time. 
Newell-Emmett 


~ 
¥ 


bast ‘ $ at} WaRTVORD CONS 


carelessness are outlined in this 
by Hartford Fire Insurance and 
list are Business Week, Collier's, 
The signature, ‘Hartford Insur- 
Co. directs the account. 


models since the larger price tags| through regular channels, so as to 
go farther toward meeting over-| avoid piling it up in nearby towns 
head expenses. The radio audience | without specific means of disposal. 
won’t be affected materially since| Many of the farm magazines are 
large stocks of new models are in| running this material, and Uncle 
dealers’ hands, and repair parts will| Sam stands to gain in volume pro- 
be made available for the estimated | duction of scrap from one of the 
57 millions sets now owned by lis-! primary sources. 

teners. * * 


* * * . . 
| Transportation promises to be a 


It’s practically impossible to build) major problem for all civilian in-| 


a house now , but further restric- dustry before long. Aside from the 
tions which will ban new home con-| 


y e' ; | rubber shortage and its effect on 
struction by private citizens will be truck freight in non-essential lines, 


issued soon. The growing metal) war requirements will strain the 
shortage is the reason. |railroads severely. Transportation 


7 = 8 coordinator Joseph B. Eastman has 


a number of plans up his sleeve, 
with the designation of certain 
roads as all-freight or all-passenger 
a future possibility. In the case of 


The metal sign industry is getting 
some, but not much consolation out 
of recent informal assurances that | 
the manufacture of signs not ex- 


ceeding 48 square inches’ will] two or more roads serving the same 
be permitted without limitations.| points, for instance, one may be 
Larger metal signs will probably| designated the passenger carrier, 


and passenger traffic on all others 
| would be discontinued 


be hard to get. 
* a 

The Agricultural Publishers Asso- 
ciation has initiated a move to 
increase the amount of scrap iron | 
available for the steel mills. Farms 
represent a great reservoir of metal, 
in the form of old equipment and 


An interesting result of the rub- 
ber shortage may be a change in 
some of the more complicated mer- 
chandising methods which have 
been used in the food and drug 


special plans, and many of the un-| 


usual offers which have been good 
practice under more favorable con- 
ditions will be discontinued. This 
may have the result of causing the 
manufacturers to run more straight 
selling copy, hitting hard on prod- 
uct values instead of on the special 
deals which have been sold to the 
retailers. 


Are there any old advertising 
plates lying around your’ shop? 
Metals men in the war agencies 


estimate that the publishing indus- 


try would need virtually no new 
metal for a year if all obsolete 
plates were collected and melted 
for re-use. 


Treasury Su pplies 


Bond Ad Book 


to Newspapers 


Washington, D. C., Jan. 22. — The 
Defense Savings Staff of the Treas- 
ury Department began distribution 
this week of a 12-page brochure, 
designed to newspapers in 
selling space to advertisers desiring 
to devote part or all of their copy to 
promoting defense bonds and 
stamps. 

The portfolio includes all types of 
copy, ranging from mere insignia to 
full-page layouts. The Treasury is 


assist 


| also making available electros to be 


All 
to 


for the same 
newspapers 


used 
that 


purpose. 
have to do 


1S 


| find sponsors to pay space charges 


machinery that have been dis-| fields. Many of the special deals 
carded, and the farm papers have| which have been customary in 
Started an editorial drive which is| recent years required constant 
expected to get results. salesman contact with dealers for 
Charles E. Sweet, of Capper Pub-| the purpose of maintaining displays 
lications, who is president of the of merchandise and advertising 
association, recently bulletined its| materials, but now, with tire mile- 
members urging them to participate| age limited, sales calls will be| 
nN editorial efforts to obtain every | necessarily fewer 
Pound of scrap which is available Salesmen can no longer supervise 
mthe farms. It will be collected constantly the details of operating | 


GIBBONS KNOWS CANADA ii 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS b— 


| daily 


The copy is for use either by single 
advertisers or groups. 

The Treasury telegraphed 
and some leading 


all 
weekly 


| newspapers a fortnight ago, asking 


publishers to reply by collect wire 
if they wanted to receive the pro- 
jected service. A large share of 
them are taking advantage of the 


| offer. 


| Holds Annual Dance 


The Advertisers’ Club of Cincin- 
nati will hold its annual dinner 
dance in the ballroom of the Gib- 
son Hotel, Cincinnati, on Jan. 31, 
at which time William Savage, club 
president and national advertising 
manager of the Cincinnati Post, will 
be honored. 


Joins CCA 


Occupational Hazards, Cleveland, 
has been made a member of Con- 
trolled Circulation Audit, New 
York. 


FCC Refuses fo 
Drop Press-Radio 
Quiz During War 


(Continued from Page 1) 


associations and their function to 
support his argument that newspa- 
per interests should not be barred 
from the radio field. Dr. Mott traced 
the history of newspapers, said that 
radio was a “natural field of de- 
velopment” for newspapers, and 
warned that to deprive the press of 
its right to have radio interests 
would threaten the future of the 
press. 

When proceedings were resumed 
after a two-month lapse, Judge 
Thomas D. Thacher, chief counsel 
for the committee, presented a for- 
mal petition from Harold Hough of 
the Fort Worth Star-Telegram, com- 
mittee chairman, asking for a sine 
die adjournment on grounds that to 
continue “would be a_e definite 
hindrance to a unified war effort.” 

Commissioner Paul A. 
who presided in the absence of 
Chairman James L, Fly, gave this 
petition a quick  brush-off. He 
called a recess and after a 50-min- 
ute interval said the proposal had 
been rejected informally last month, 
after thorough consideration. 

Asks Completion 

“A great deal of time and money 
has already been expended in the 
preparation of this case, including 
| the collection of a great deal of sta- 


| tistical material, much of which is | 


of peculiarly current value,” his 
statement said. It also called atten- 
tion to the preparation of evidence 
iby the committee, said the FCC 
was “not impressed with the argu- 
ment that the war effort will be for- 
warded” by adjournment, and ex- 
pressed instead the view that “the 


Walker, | 


war effort will be advanced by com- | 


pleting this investigation at the 
earliest possible moment.” 

That “moment” appears some 
weeks off. Judge Thacher esti-| 


mated that from nine to twelve 
hearing days would be necessary 
for presentation of his case, and 
the FCC practice is to hold hear- 


ings on no more than _ three 
| days a week. In addition to other 
|educators and “eminent citizens,” 


| Judge Thacher said Andrew Ring, 
'former FCC chief engineer, would 
| testify for the committee. 


Les Barton Joins 


Newspaper Sales Unit 


L. M. Barton, who developed the 
100,000 Group of American Cities 
plan in 1925 and served as manag- 
ing director of the 
group and its suc- 
cessor, Major 
Market News- 
papers, until 
1935, has joined 
United News- 
paper Advertis- 
ing, Inc., as vice- 
president and 
sales manager. 
Mr. Barton, who 
most recently was 
vice-president 
and sales man- 
ager of Macmil- 
lan Petroleum 
Corporation, will open a New York 
office for United March 1, and will 
make his headquarters there. 

United Newspaper Advertising, 
Inc., plans to act as a broker in 
selling newspaper space in 96 mar- 
| kets to national advertisers. Harvey 
| Malott, formerly advertising direc- 
tor of the Kansas City Journal, is 
president of the organization, with 
| offices in Chicago. 


L. M. Barton 


Produces Radio Film 

United Broadcasting 
Cleveland, has produced a 30-min- 
j}ute, 16 mm. film displaying the 
| work done in every department of 
its three stations, WHK - WCLE, 
Cleveland, and WHKC, Columbus. 
The movie will be shown free of 
charge to civic groups in the sta- 
| tions’ coverage areas, 


MAILING SERVICE 


Company, 


Multigraphing — Filling-in 
Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 


* 


Now that the yellow 


And our thoughts are 


Some of us sit around 


What's going to happe 


In the “mother field,” 
People will go on hav 


So, while we're decidi 


A MAGAZINE FOR MOTHERS 


* 


Have parked themselves right in our laps 


From coast defense to air raid shelter, 


Some markets will rise and some will fall 


And some won't be affected at all, 


There'll always be a CONGRATULATIONS. 


* 


little Japs 


running helter-skelter 


surmising, 


‘n to advertising ? 


there are no maybe’s 
ing babies. 


ng the fate of nations 


otis 


® 515 MADISON AVE., N. Y. C. 
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ADVERTISING AGE 


Survey Reveals 
Heavy Promotion 
for China, Glass 


(Continued from Page 1) 

aim of the advertising is to promote 
the name, “American Limoges.” A 
distinctive trademark has _ been 
adopted which will be affixed to 
every piece of Limoges ware. At 
the inception of the campaign, the 
Good Housekeeping Guaranty Seal 
also will be attached to the new 
goods. 

The schedule calls for half-page 
advertisements in Bride’s Magazine, 
Good Housekeeping, House Beauti- 
ful and House & Garden, running 
continuously from March to June, 
with an additional program planned 
for the fall. Copy will appear in the 
March and May issues of Good 
Housekeeping; the spring and sum- 
mer issues of Bride’s Magazine, the 
April issue of House & Garden and 
the May issue of House Beautiful. 
Augmenting the campaign is a com- 
plete series of dealer helps, news- 
paper mats for individual dealer 
advertising, a de luxe display leaf- 


lets and counter cards. Fuller & 
Smith & Ross, Cleveland, is the 
agency. 

The Salem China Company, 


Salem, O., first manufacturer to use 
national advertising to increase sales 
of popular-priced American dinner- 
ware, has more than doubled its 
national advertising budget for 
1942. The campaign will be centered 
in Better Homes & Gardens. Fuller 
& Smith & Ross directs this 
account. 

The Duncan & Miller Glass Com- 
pany, Washington, Pa., will extend 


also 


mented by direct mail, displays and 
dealer helps. Ketchum, MacLeod 
& Grove, Inc., Pittsburgh, is the | 


| agency. 


its national advertising efforts dur- | 


ing the year, featuring its Early 
American Sandwich pattern’ in) 
hand-made tableware. Schedules 


will run in American Home, Better 
Homes & Gardens, House & Garden, 
Ladies’ Home Journal, Sunset and 


Woman's Home Companion. The 
magazine campaign will be aug- 


Some of the other manufacturers 
who will continue their national ad- 
vertising efforts on an expanded | 
basis include the Fostoria Glass 
Company, Moundsville, W. Va.; Im- | 
perial Glass Corporation, Bellaire, 
O.; Hall China Company, East 
Liverpool, O.; Corning Glass Works, 
Corning, N. Y., and its Macbeth- | 
Evans Division, Charleroi, Pa. 


Chicago Club | 
Promotes Match 
Covers for Yanks 


Chicago, Jan. 22.—Red, white and 
blue match covers bearing the) 
slogan, ‘““We’re backin’ our Yanks,” | 
were added this week to the volun- 
teer defense program of the Wom- 
en’s Advertising Club of Chicago. 

The covers, designed by Jess 
Stribling and to be produced by the | 
Lion Match Company, are to be sold | 
at lowest possible cost to advertis- 
ers who can use their imprint upon 
the front cover along with the 
slogan. Funds raised by sales of the 
match covers will be devoted en- 
tirely to defense relief work. 

The club previously purchased 
$1,500 worth of defense bonds and 
has underwritten the cost of an 
ambulance for the Chicago chapter 
of the Red Cross. Many members 
are contributing time and effort to 
local committees and organizations 
engaged in defense work. 

Plans call for distribution of the 
Victory matches from coast to coast 
in areas selected by the various 
users. Interested advertisers were 
asked to contact the club or repre- | 
sentatives of the Lion Match Com- 
pany in their respective areas. 


Strasser to “Liberty” 


Alfred C. Strasser, for the past 16 
years art director at Batten, Barton, 
Durstine & Osborn, has joined Lib- 
erty as art editor, succeeding Walter | 
Lloyd. Assisting Mr. Strasser will | 
be Robert A. Jones, formerly assist- 
ant art director at BBDO. 


critical raw materials. 


NBC 


Business Leaders In | 
Winston-Salem Are | 
Optimistic for ’42! 


Winston-Salem’s industries will be affected less | 
than those in any other North Carolina market by 


the “dislocation” predicted due to a shortage of 


Our industries will run full blast . . 


will be gainfully employed at good wages. Tobacco 


acreage has been stepped up over 11% for this 
year... meaning more millions for the farmers 
| in this. the best tobacco growing area in the world. 


So, Mr. Advertiser, whatever you'll have to sell 
this year. you'll be able to sell it to the 109,833 
folks who comprise metropolitan Winston-Salem 


... most of them being daily readers of the 


JOURNAL and SENTINEL 


Winston-Salem, North Carolina 
National Representatives: KELLY-SVMIAITH COMPANY 


Radio Station WSJS 


people 


NBC 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1942, by Advertising Publications, Inc.) 
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% Gain % 


Gain 


New Haven, Conn., has opened a 
Chicago office under the direction of 
Carl E. Wartman, sales manager. 


fumer, has named Cowan & Deng- 
ler. New York, to direct its adver- 
tising account. 


3-Week 38-Week 3-Week or Loss” or Loss 
Period Period Period 1942 1942 Week Week % © iin 
kended Ended Ended over over Ended Ended ‘ 
Jan. 20, 1940 Jan. 18,1941 Jan. 17, 1942 1940 1941 Jan. 18, 1941 Jan. 17, 1942 Le«s 
Re Oe. to aws aes eeeves 463,344 476,984 533,308 + 15.1 + 11.8 187,852 202,860 80) 
Albany, N. Y Se ee $82,232 376,588 378,283 —1.0 + O.5 134,816 7.4 
po a eer 697,546 685,202 674,352 3.3 1.6 236,782 4 
taltimore, Md. ....... 1,057,065 1,117,292 1,158,112 + 9.6 + 3.7 357,708 8 
Birmingham, Ala. 671,020 766,316 741384 + 10.5 3.3 246,246 —17.1 
joston, Mass, ikea 1,089,048 1,030,651 1,027,071 —5.7 0.4 374,125 1 
Buffalo: N. Y¥.....; se 687,329 685,141 691,960 + O.7 + 1.0 263,999 1 
Ul a ere , 310,681 215,423 218,564 29.7 + 1.5 $9,222 1.4 
Cedar Rapids, Ia....... 220,164 228,900 227,556 + 3.4 0.6 76,104 1.2 
Charleston, W. Va. 166,396 466,375 399,623 14.5 —14.3 140,672 6 
Chicago, Til. . 1,372,538 1,353,927 1,387,471 + 1.1 + 2.5 480,518 —(,2 
Cincinnati, © TRUL419 TOS 378 805,693 + 2.1 -O.9 266,117 4 
Cleveland, © 94,254 966,698 447,668 1.7 2.0 320,194 { 
Columbus, © GBS3,487 654,912 667,042 2.0 1.4 226,484 t 
Dallas, Tex 996,163 968,293 945,909 5.1 2.3 336,32 
Davenport, la. HOGL61LS 503,454 + 9.8 0.6 16,93 
Dayton, © 690,654 659,326 3.7 1.5 261,674 
Denver, Colo 481,339 00,274 0 3.9 143,167 ? 
Des Moines, tla 293,535 277,491 14.7 5.5 94,768 2.2 
Detroit, Mich 1,066,460 1,064,667 * 0.2 377,664 +. 34 
Isl Paso, Tex 500,652 524,076 ON +2 8 181,006 non O4 
Erie, Pa ‘ 413,056 $26,804 + O.3 + 3.3 148,078 14 
Evansville, Ind 63,004 H30,980 + 12.6 + 12.1 205,982 12 
Fall River, Mass. 188,111 185,673 8.3 1.3 58,816 64 
Flint, Mich 465,248 412,504 4. 11.3 O66 129,682 13 
Fort Wayne, Ind 189,475 510,657 7.6 + 4.3 2,406 188,202 x 
Gary, Ind 292,961 $25,701 + 7.4 +11.2 93,393 131,588 iD 
Grand Rapids, Mich 447,104 $51,514 3.7 + 1.0 53,650 160,608 L435 
Gireenville, S. © 340,541 359,597 + 7.2 5.6 109,529 117,117 +6 
Hempstead, LL. 1 7,370 163,171 + 59.6 18 4,376 62,978 15.8 
Houston, Tex W58,972 SS5,052 4.2 7.7 315,504 335,370 6 
Huntington, W Va 376,013 370,026 1.0) 1.6 128,294 122,725 44 
Indianapolis, Ind. SU3,92S8 YSO,104 + 11.0 + O.6 282,856 317,478 12 
Jacksonville, Fla 457.072 165,010 + 6.9 ee 162,260 159,782 1.5 
| Jersey City, N. J 102,213 104,369 + 24.9 + 2.1 30,851 $0,662 
Kansas City, Kan 145,500 135,870 15.0 6.6 $1,545 37,051 —10,8 
Knoxville, Tenn PH S30 $50,366 12.6 2.1 151,228 153,566 i 
Little Rock, Ark $94,550 164,338 + 5.3 6.1 220,388 170.198 92 
Los Angeles, Cal 195,174 1,200,750 8 0.5 405,157 $02,463 — 
Louisville, Ky 662,503 711,508 7.3 7.4 237,471 246,719 
Lynn, Mass 104,460 457,248 $24,018 1.8 7.3 188,210 53,804 8 
Manchester, N. H 179,004 169,658 179,108 5.6 05,928 65,320 
*Memphis, Tenn oso o42 617,400 H48, 596 33.8 0 210,392 219,562 ; 
Miami, Fla YTS,48S8 YH6 679 832,552 14. 13.9 326,404 282,632 
Milwaukee Wis 727,000 837,417 T7S,916 7.1 ra INO oO0 265,049 ¢ 
Minneapolis, Minn HOO, 105 610,303 44,244 6.7 6 184,181 205,795 l 
Moline-Rock Island S51,288 BO 886 74,184 + O55 6.4 124,404 133,266 ri 
New Bedford, Mass 162,876 ISO,854 188,202 15.5 ou 65,742 62,818 l 
| New Haven, Conn 523,460 945,646 525,112 + O.3 3.8 122,458 170,660 > 4 
New Orleans, La 1,155,254 1,013,896 54859 16.0 5.3 335,650 334,456 0.4 
New York, N. Y 3,002,647 2,857,171 2,874,868 4.1 OLS L.OTU, 508 1071,076 8 
Brooklyn N. Y 207,488 193,299 186,448 10.2 3.6 68,171 64,399 
Norfolk, Va 502.516 »17,398 38,762 t.2 1.1 171,766 180,026 is 
Oakland, Cal, 132,646 $50,841 4554 + O.4 a) 159,407 144,938 ’ 
Oklahoma City, Okla 376,740 $72,960 62,180 0 2.9 120,876 113,862 ) 
Omaha, Neb 277,662 BON 248 257,009 7.1 16.3 96,130 79,513 7 
Peoria, Il DOB NSS HOR 982 541,772 $4 4.8 176,722 173,362 
Philadelphia, Pa 1570,942 1,500,603 1,481,805 7 1 522,37 176,284 8.5 
Phoenix, Ariz $18,824 140,986 414,708 10 Ho 142,566 135.618 j 
Pittsburgh, Pa 1,024,618 1,017,758 LOSS 214 + 6.5 +70 $51,246 BR7T,562 
Portlind, Ore 190,430 638,204 535,710 + 9.2 16.1 225,778 1NS,160 6.7 
Providence, R. I 653,719 584,372 HOLSS2 7.9 + 3.0 209,566 211,077 07 
teadinye, Pa 94.650 $89 440 531,118 + 7.4 8.0 202,020 192,752 if 
Richmond, Va 606,060 SOL,794 HOS No4 6.6 i4 207,172 198,338 i 
Rochester, N \ S03 156 783.784 762,456 5.1 2.7 284,650 270,609 ‘ 
Rockford, 305,444 581.392 120,980 + H.5 27.6 148,204 140,448 
Sacramento, Cal 102.430 399.168 110,660 294 24 134, 137.000 2 
San Antonio, Tex 386,254 403,73 DOO. 743 + 29.6 24.0 13: 169,901 =5 
San Diego, Cal SASRRS 632.804 569,114 + 5.6 10.1 212.3 193,578 8.5 
San Franciseo, Cal THO,592 716,47 744,248 + 5.8 10.9 260,002 274,127 
Seattle Wash 642.950 HAS 656 850.6808 1.2 aH 176.274 POS 806 ; 
South Bend, Ind 260,652 27 S1 275,381 ry 0.4 92,8355 U7 ,603 
Spokane Wash $42,552 22,714 16.442 7.6 20 106.358 110.908 43 
St. Louis, Mo RIS845 .730 S84,.870 + 7.7 200,810 294,740 Lf 
St Paul, Minn SS7T.61S8 13.729 4.01% 7 3.8 166,241 186,085 
Syracuse, N. \ $65,960 56,114 42,179 6.5 8.5 202,029 123,986 8.6 
Tacoma, Wash 348,670 S35, 804 40,732 2.3 b 1.5 104,678 114,520 9.4 
Tampa Fla Y1,32S 418,222 PS.H00 10% 16.7 126,336 132,006 1.0 
Toronto, Ont... Can S14,.378 TS2.504 646,631 ALA 17.4 ISO S19 250,118 3.4 
Troy N y 187.642 205.436 197.386 ».2 ,4 67.746 65,100 3.9 
Tulsa Okla 445.438 $59,452 541,100 21.5 +178 168,616 190,526 13.0 
Washington - <€ 1,659,302 1,740,953 1.804 500 8.7 6 656,766 620.882 4 
Winston-Salem, N. ¢ 548.726 B35,504 528,230 5.9 2.2 113.106 108.108 44 
Youngstown, © $12,524 83,967 $24,896 3.0 10.7 132,706 166,344 : 
Total 51,286,763 1,182,132 O,857,358 0.8 0.6 17,607,854 17,487,150 @.; 
Chicago Sun established Dee } 1¢41 
“‘ommercial Appeal published 328 page Centennial Issue Jan. 1, 1940, containing 428,848 lines of advertisi 
—— 
. . . . 
Adds Diamond Account Higgins Advanced J. R. Adams in New Pos! 
_A. Edward Fisher & Co., New Carter C. Higgins, formerly ex- Dr. J. Raymond Adams ha» Tt 
York, diamond importer, has placed port manager of Worcester Pressed signed as editor of Quick F 026 
its account with William G. Seiden- Steel Company, Worcester, Mass.,, Foods, New York, to become Te 
baum Advertising Agency, New has been named assistant general gsearch editor of Super Market ‘/eT 
York sales manager of the company. chandising, New York. 
. . 
Opens Chicago Office Gets Perfume Account Oxarart to KQW | 
Star - Brite Products Company, Solon Palmer of New York, per- Frank Oxarart, formerly e 


KSFO, San Francisco, has ec 
the sales staff of KQW, San tre 
cisco CBS affiliate 
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ADVERTISING AGE 


Dog Food, Coffee 
Hit Hardest by 
Can Curtailment 


(Continued from Page 2) 


newspaper advertising continuing 
in metropolitan eenters. No maga- 
zines were used last year. It is ex- 
pected that the newspaper list will | 
be expanded during the next few! 
months. Tiny-Bits, which is simply 
Milk Bone broken into small pieces, 
is now being promoted for the first | 
time, along with Milk Bone. 

The industry has a four or five- 
month supply—six months at the 
outside—on hand, or in process of | 
being packed, so that regardless of | 


be no immediate blackout of canned 
dog food. However, one or two| 
packers have already begun in-| 
formal rationing of the product 
among retailers, and others will 
probably join this group before long. 


Coffee Hit Hard 


On the coffee front, the situation 
is just as serious and complicated as 
it is in the dog food field, with the 
important exception that coffee is 
not at all likely to disappear from 
the market as a result of tin re- 
strictions, while dog food might. 
Nevertheless, vast shifts in coffee 
merchandising, with tremendous 
hardships for some roasters and 
equally great opportunities for oth- 
ers, are sure to take place. 

Hardest hit by the tin limitation 
will be national and well-known 
sectional brands of coffee, since, 
with the single exception of Chase 
& Sanborn, almost all so-called ad- 
vertised brands of coffee have been 
packed in vacuum tins, and adver- 
tised brands have found it almost 
impossible to buck the trend toward 
such tins which first developed a 
decade or so ago. It is authorita- 
tively estimated that somewhere be- 
tween 33 and 40 per cent of all re- 
tail sales of coffee are in tin, and an 
overwhelming proportion of this 
represents advertised brands. 


Contrariwise, so-called private 
brands, and particularly chain store | 
brands, which are sold in paper and 
frequently ground from the whole 
bean at the time of purchase, are 
almost certain to capture a still 
larger segment of the market than 
the huge slice they represent now. 


Glass Industry Calls Meeting 


Some use of glass has been made 
in the coffee field within recent 
years, and two or three well-known 
regional brands, such as McLaugh- 
lin’ss Manor House coffee, are now 
packed in glass, but the percentage 
of glass-packed coffee is small and 
is likely to remain so for some time 


since few roasters are equipped to 
change over to glass even if they 
can get it. 


The glass industry is prepared to 
take every possible advantage of the 
situation, however. ADVERTISING 
Ace learns that leading factors in 


In Clevetand 
THE HOLLENDEN 
In Columbus 
THE NEIL HOUSE 
In Akron 


THE MAYFLOWER 
In Lancaster, O. 
THE LANCASTER 
In Corning, N. Y. 
THE BARON STEUBEN 


THs wT ATT PRESIDENT 


McCracken, KFBC, Cheyenne; 


WSYR, Syracuse; 


Allen Campbell, 


Frank E. Mullen, 


BLUE NETWORK COMPANY EXECUTIVES LISTEN TO FCC CHAIRMAN FLY AT CHICAGO PARLEY 


WXYZ, Detroit; 
Fly; NBC President Niles Trammell; 


vice-president and general manager of NBC; Harry Wilder, 
Earl May, KMA, Shenandoah, la.; 


| Present at the speakers’ table when FCC Chairman James L. Fly talked before the recent session of Blue Network officials in Chicago were (left to right) Tracy 

Phil Carlin, Blue Network vice-president in charge of programs; 
and general manager of the network; Herold Hough, KGKO, Fort Worth; Mark Woods, network president; Mr. 
the tin curtailment order there will | KFBK, Sacramento, chairman of the network stations’ planning and advisory committee; 
Keith Kiggins, vice-president in charge of station relations; 


Edgar Kobak, executive vice-president 
Howard Lane, 


and Henry P. Johnston, WSGN, Birmingham. 


the glass industry have invited cof- 
fee roasters to attend a dinner at the 
Drake Hotel in Chicago this Sun- 
day, at which the situation will be 
thoroughly explored. Invitations to 
the dinner, it is unnecessary to re- 
cord, are being accepted eagerly. 

Trade sources report that the tin- 
packed coffee roaster normally 
works about six weeks ahead, but 
that now, having seen the handwrit- 
ing on the wall, he may have as 
much as three months’ supply “in 
the works,”’ but no more, so that tin- 
packed coffee might be expected vir- 
tually to disappear from the 
market within 90 days after the 
application of a prohibition on con- 
tainers. 


Shortage of Coffee, Too 


The situation in the coffee field is 
further complicated by a_ possible 
pinching of supplies of coffee it- 
self. A substantial proportion of 
Central American coffee was 
brought by boat to West Coast ports 
before the Japanese attack, but now 
this route has been virtually aban- 
doned, and already western roasters 
have been forced to open new supply 
lines through the Gulf of Mexico, in 
some cases working in cooperation 
with roasters in the South and Mid- 
dle West. Changes in blends are in- 
evitable anyhow, with East Indies 
and other normal sources cut off. 

In the beer field there will 
be dislocations of a serious nature, 
but they will affect a smaller pro- 
portion of the production of the in- 
dustry. It is estimated that in 1941 
over a billion cans of beer were 
produced, but this huge total repre- 
sented only about 12 per cent of the 
total value of beer in packages, and 
a much smaller percentage of the 
total beer output. In 1939 the cen- 
sus of manufactures showed beer 
can production of 776,021,878 units 

As for oil, production of cans for 
this purpose totaled 590,660,000 
units in 1939, and it is estimated 
that approximately 50 per cent of 
non-bulk oil sales at retail are now 
made in cans. While sales and mer- 
chandising strategy will be affected 
by the limitation order here, too, the 
industry seems reasonably well 
equipped to return to bulk merchan- 
dising without too much difficulty, 
although oil drums have been prac- 
tically impossible to get for a year 
or more, 


also 


Size of Canning Industry 


Despite the huge figures for beer 
and oil cans just quoted, can manu- 
facturers assert that 84 per cent of 
all can production goes for food, and 
the vastness of the business may be 
gathered from these figures on the 
value of canned goods taken from 
the 1939 census of manufactures, 
the latest available information 


Vegetables .$259,068,000 
rr 75,923,000 
Fruits 123,208,000 


Fruit juices 
Evaporated and con- 
densed milk . 


22,189,000 


126,149,000 


Seafood 60,573,000 
Meats and sau- 
sages 71,435,000 


Many Advertisers Affected 


Some of the country’s largest ad- 


vertisers are represented in the 
classifications which may be hit 
hardest by the application of tin 


- ieee ‘4 
Arby 


, example, 


curtailment to the can field. In- 
cluded among soup advertisers, for 
are the following compa- 
nies, shown with their advertising 
expenditures for soup only during 
1940 in newspapers, magazines, net- 
work radio and farm papers: 
Beech-Nut Packing Company, 
$9,900; Campbell Soup Company, 
$1,487,400; and H. J. Heinz Com- 
pany, $607,500. 

In the dog food field, prominent 
advertised brands and their 1940 ex- 


penditures include: Friskies (AlI- 
bers Bros.), $24,000; Armour, 
$2,486: Ken-L-Ration, $89,492: Red 
Heart, $258,224: Milk Bone, $20,- 
923: Rival, $137,870; Pard (Swift & 
Co.), $246,600; Thrivio, $64,000; and 
Ideal (Wilson & Co.), $106,000 


Among coffee advertisers the fol- 
lowing important expenditures in 
1940 are included: Beech-Nut, $159,- 
200; Admiration and Bright & Early 
(Duncan Coffee Company), $48,- 
800; Airway and Edwards (Dwight 
Edwards Company), $32,300; Fol- 
ger, $180,400; Maxwell House 
(General Foods), $1,056,200, and 
Sanka, $912,500; Hills Bros., $389,- 
800; M.J.B., $129,200; Manor House 
(McLaughlin), $48,200; Pan Ameri- 
can Coffee Bureau, $236,600; Butter- 
Nut (Paxton & Gallagher), $83,- 
700; S & W, $37,500; Schilling, $29,- 
000; Boscul, $70,700; and Chase & 
Sanborn (Standard Brands), $1,000,- 
000. 


PLAN NATIONAL SALVAGING 
OF COLLAPSIBLE TUBES 

New York, Jan. 21.—Attention 
was focused on another aspect of 
the nation’s tin shortage this week 
when national advertisers were re- 
quested to donate part of their radio 
commercials to a cooperative effort 
to reclaim used collapsible metal 
tubes. The Toilet Goods Associa- 
tion, in cooperation with the Pack- 
aging Institute and the Collapsible 


| the two divisions, 


| manager of 


Tube Manufacturers’ Association, | 
will set up a “Tin Reclamation 
Institute” so that metal collected 


may be made available for 

Estimating that between 20 and 
25 tons of tin daily are thrown 
away by the public in the form of 
used collapsible tubes, TGA has 
requested members’ using radio 
advertising to urge the public not 
to throw away empty toothpaste or 
shave cream tubes. Since’ these 
tubes are practically pure tin, lis- 
teners will be asked to save them 
until a further announcement is 
made. A committee, headed by Lee 
Bristol, vice-president of Bristol- 
Myers Company, has already been 
formed to work out details of the 
“Tin Reclamation Institute.” 

In addition, TGA has requested 
that members, when placing subse- 


re-use 


quent orders for supplies, have 
printed in a band just below the 
shoulder of the tube some such 


wording as, 
metal 


“Save this tube. Its 
is valuable for national de- 
fense.”’ Since the plan will call for 
the return of used tubes to local 
druggists, salesmen are requested 
to advise retailers just how the 
organization will function in _ its 
final form. 


” 


Mennen Show Canceled 


Anticipation of increasing difficul- 
ties in obtaining packaging mate- 
rials and ingredients such as alcohol 
was said by the Mennen Com- 


pany to have caused 
this week of its Blue Netwo 
gram, “Capt. Flagg & Sgt. 
effective Jan. 25. 
from 7:30 to 8 p. m 
was launched last Sept. 28 


mote Mennen shave produc 


90 stations of the Blue N 


withdrawal 


rk pro- 
Quirt,” 


Heard on Sundays 
, EST, the show 


to pro- 
ts over 
etwork, 


through Russel M. Seeds Company, 


Chicago. 


Philco’s 50th Year 


Devoted to War Work 


James T. Buckley, 


president of 


Phileco Corporation, Philadelphia, 
has revealed that while 1941 was 
the company’s banner year in sales, 
the forthcoming year will find the 
company turning virtually all its 
capacity to production for victory 


In 1892, 
lished 
pany 


as the Helios 
to produce storage bi 


Although 1941 was a peak y 


radio, 
conditioning sales, 


the company’s 
ind air 


the company was estab- 
Electric 


Com- 
itteries 
ear for 


refrigerator 


a large 


portion of the company’s equipment 


had already been converted 
manufacturer of artillery 


to the 
fuses 


which the company will continue to 


make along with 
equipment for the 
storage batteries. 


commun 
armed for 


Unifies Sales Policy 
Western Cartridge Compar 
Alton, IIlL., 


lishment of a uniform 


has announced the 


ications 
ces and 


iy, East 
estab- 


sales policy 


within the ammunition sales de- 
partment of the company and the 
sales departments of its operating 
divisions, Winchester Repeating 
Arms Company and Bond Electric 
Corporation, New Haven, Conn. 
W. T. Birney, for many years Win- 
chester and Bond sales manager, 
has been named sales director of 


Sun 
has 
Haven 
Winchester 
divisions with 
administrative 


Oil Ce 
been 


Jr., formerly a 
sales executive, 
to the New 


details. 


and Robert Wier, 


ymmpany 


assigned 
office as 
and 
responsibility for 


sales 


Bond 


No Circulation Losses 


by Raising Rates 
Twenty-five newspapers i! 
sylvania have been 
their subscription rates durir 
William N. Hardy, manager 
Pennsylvania New spaper Pu 
Association has reported, | 
papers that raised rates 
1, 1941, have 
circulation. 


suffered no 


since 
loss in|} 


1 Penn- 


forced to raise 


ig 1941, 
of the 
blishers 
yut the 
Oct. 


Aitkin-Kynett Is Agency 


Aitkin-Kynett Co., 
directs the account of 
Bottling Co. In 
cent newspape! 
300th, another agency was ¢ 
with the account in the Jan 
of ADVERTISING AGE. 


To Air Basketball 
Tide Water 
pany, San 
the number of 
ketball games to be broadcas 
its sponsorship this year 
Pacific Coast. 
are on the company’s 
schedule during January, Fe 
and March. Ten 
tions will be used. 


Names Townsend 


Daniel G. Townsend, f« 
general manager of Sheffield 
Company’s 57th street branc 
York, has been named 
sales manager of the comp: 


the 


Associated Oj 


referring to a 
advertisement of 


Francisco, is inc 
intercollegiate 


Philadelphia, 


Booth 
re- 


‘redited 
19 issue 


1 Com- 
reasing 
bas- 
t under 


on the 
A total of 104 games 


present 
bruary, 


West Coast sta- 


ormerly 
Farms 
h, New 


wholesale 


any. 


Lombard Death 
Causes Revamping 
of Picture Copy 


New York, Jan. 22. — Because of 
the recent death of Carole Lombard, 
United Artists Corporation will 
alter the entire advertising cam- 
paign planned for her last picture, 
“To Be or Not to Be,” in which she 


was co-starred with Jack Benny. 
The picture definitely will be re- 
leased, however. 


Plans are now being laid for the 
revised copy The original cam- 
paign was along humorous lines but 


the projected drive will be com- 
pletely dignified, consisting only of 
type and rules, and an illustration 
of Miss Lombard’s head. Captions 
will be somberly worded, such as 
“United Artists presents Carole 
Lombard’s last picture.” Similar 
copy was used on release of Jean 
Harlow's last film, following her 
death, 


Curtis Changes 
Engraving Requirements 


Curtis Publishing Company, Phi- 
ladelphia, has announced that here- 
after it will accept black-and-white 
and color engravings made on either 


18 gauge or 16 gauge thickness 
copper. 
At the same time, Curtis an- 


nounced that it is discontinuing 
supplying advertisers and agencies 
with electrotypes of material sent 
for advertisements in its publica- 
tions. Arrangements have been 
made, however, with Royal Electro- 
type Company, Philadelphia, to 
supply this service. 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


e Direct Mail Advertising 
e Created and Produced 
© Dealer Help Campaigns 


© Automobile Owner Lists 
e Rated Consumer Lists 


© Addressing and Imprinting 


eContest Jucging 
ePremium Mailings 
eSampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 

350 E. 22nd St. Chicago, Ill. 

305 E. 45th St’ New York City 

727 Venice Blvd., Los Angeles, Cal. 
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FLASHLIGHT BATTERIES 
FOR LONGER NIGHTS AHEAD IN 


SALES efforts must not be relaxed if we are to maintain 
a maximum flow of consumer goods, returns on which 
will go far to help pay the expenses of our national 
effort. Illustrating and describing products, their uses 
and their advantages, on display material at the point 
of purchase, is a vital part of today's selling effort. 


YOU can continue YOUR point-of-purchase sales effort 
and at the same time cooperate fully in O PM's de- 
mand that sizable savings in use of paper and paper- 
board be accomplished. This EVEREADY display shows 


but one solution — we have others. 


THE SHOP 
BY THE SEA 


CHICAGO 


i Coop 
Miche 


fund 
“Ss SN ip eae ee Miche 
i hii te pape’ 


Write, wire or phone for a FORBES sales executive to 
call . . . it's an odds-on bet we can show you something 


which will help YOU. 


LITHOGRAPH CO. 


Pp. 0. BOX 513 * BOSTON 


ROCHESTER 


CLEVELAND 
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t's All See This Throwgh Tegeth« 


Cooperating with the Detroit chapter of the American Red Cross, Simons- 

Michelson Co. created these three full page advertisements for the current relief 

fund drive. Detroit newspapers donated the space for their display. Simons- 

Michelson also offer mats of the advertisements free of charge to other news- 

papers wishing to make use of them in the drive. Ads A and B are supplied in 
two color mats, Ad C in one. 


OUTDOOR POSTERS BLANKET MICHIGAN 


maple hfe, 
INES-DF- MICHIGAN 


Sujoy them today / 


DETROIT AGENCY AIDS RED CROSS DRIVE 
we PHOTO- 
ra) = 


‘ ) , ? + "7 
owt /ouble J 40atkure 


Convention-goers paid plenty of attention at the recent Bauer & Black sales con- 
ference when this seven-girl parade presented the company's products. 


WCCO ADDS DISPLAY WINDOW TO ITS SERVICES 


eee PP 


Using every industrial city in Michigan except in the Upper Peninsula, Michigan 


Wine Institute featured this outdoor poster in an ambitious advertising cam- A combination shipping and display con- 

paign. The state's 10 operating wineries are members of the institute. Miniatures tainer discloses these two Richard Hud- As an added merchandising service, Station WCCO, Minneapolis-St. Paul, offers 

of the 24-sheet posters, carrying the names of the individual members, and nut products, DuBarry foundation lotion its clients free use of this display window in the Baker Arcade, interbuilding 

newspaper insertions rounded out the drive. Brindley-Roth, Detroit, handles the and face powder. The container was pro- thoroughfare in Minneapolis. Advertisers supply sample products, banners, 
institute account. duced in color by Forbes Lithograph Co. placards, etc., for the display, which is changed each week. 


DEFENSE __ 
needs RUBBER 


¥ 


Here are typical examples of the poster art drafted by the government to keep production lines hum- 
ry and to enlist every American man, woman and child in the all-out war effort. Four of the Office 
Emer rgency Management's defense production posters are shown in the top row, calling for a flood 

' titplanes, tanks, anti-aircraft guns and patrol boats from the nation's busy factories and small plants. 
‘ongside is a two-color civilian defense poster, designed by Charles Tudor, being distributed by state 
"4 local defense councils throughout the United States. Posters in the middle row carry additional 


OEM POSTERS AND STREAMERS HELP SPUR AMERICA'S WAR EFFORT ALONG FACTORY AND CIVILIAN DEFENSE FRONTS 


KEEP'EM ROLLING! cP M ROLLING KEEP'EM ROLLING! MEEP'EM ROLLING! CIVILIAN DEFENSE 


(A) TIME IS SHORT (2 || IN THIS WAR 


BE) UNITED WE STAND (@)) sss= === 


AMERICA 
CALLING 


Vo 


Take your place in 


CORSETS VEER GRAEEDY GHTEEES COUETE | 


WE ARE NOW 


We are all in it 
all the way 


and the good news, the defeats and the 


vretones - the changing fortunes of war RUBBER 
—_-]} Get it back in war production 


‘ELS 


4 


government appeals, including (extreme left) one displayed by gasoline and tire dealers urging tire 

conservation; (center) red, white and blue streame-s are being displayed in defense plants; and (ex- 

treme right) a poster promoting collection of scrap metal, paper, rags and rubber. Jean Carlu designed 

the first two production posters shown in the bottom row. Workman, soldier and sailor are standing 

shoulder to shoulder in the third poster, which is being displayed in industrial plants throughout the 
nation. (OEM photos). 
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If you lived in Southern California, 


you, too, would read the... 


LOS ANGELES TIMES 


Represented by Williams, Lawrence, and Cresmer — New York . Chicago - Detroit . San Francisco 
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